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ABSTRACT
Research efforts at investigating the effects o f perceived corporate social 
responsibility (CSR) on consumer behaviour have received increased attention within 
the last two decades. Findings from these studies have however been inconsistent 
regarding the extent to which perceived CSR directly influences consumers’ 
behavioural intentions towards companies and their products. Thus, there have been 
calls for the exploration of mediator and/or moderator influences on the CSR - 
consumer patronage intentions relationships. Therefore, this study investigated a 
model of direct and indirect relationships between perceived CSR, service quality, 
customer satisfaction, consumer rights awareness and repurchase intention. In 
addition, the study also sought to determine the dimensions o f CSR perceived by 
customers in the study area. The study used quantitative research design and data were 
collected from 604 customers of the major mobile telecommunication service 
providers in Nigeria using convenient sampling technique. Data analyses were 
conducted using the Smart-PLS software and the PROCESS macro. Results indicated 
that consumer perceived CSR is best represented through a second-order construct 
comprising o f  ethical, legal and philanthropic dimensions. The findings also revealed 
that consumers’ perceived CSR directly influenced service quality, satisfaction and 
repurchase intentions; while service quality and satisfaction were indicated as having 
partial mediating effects on the relationship between perceived CSR and repurchase 
intention. Furthermore, the study established that consumer subjective rights 
knowledge moderated the influence of perceived CSR on service quality and 
repurchase intentions. The study contributes to theory by integrating the literature on 
CSR and consumerism, while the practical implication of the study is that service 
companies should communicate their efforts at safeguarding consumer rights within 
their CSR communications. Future studies are recommended to extend the study to 
other leading industries, particularly in the manufacturing sector.
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ABSTRAK
Usaha penyelidikan dalam mengkaji kesan tanggapan tanggungjawab sosial 
korporat (CSR) terhadap tingkah laku pengguna telah mendapat perhatian yang 
meningkat dalam tempoh dua dekad yang lalu. Dapatan daripada kajian-kajian ini 
walau bagaimanapun tidak konsisten berkenaan dengan sejauh mana tanggapan CSR 
mempengaruhi niat tingkah laku pengguna terhadap syarikat dan produk mereka. 
Maka, terdapat keperluan untuk meneroka pengaruh perantara dan/atau penyederhana 
terhadap CSR - hubungan niat pengunjungan pelanggan. Oleh itu, kajian ini mengkaji 
model hubungan langsung dan tidak langsung antara tanggapan CSR, kualiti 
perkhidmatan, kepuasan pelanggan, hak kesedaran pengguna dan niat pembelian 
semula. Tambahan lagi, kajian ini juga bertujuan untuk menentukan dimensi CSR 
berdasarkan tanggapan pelanggan dalam kajian. Kajian ini menggunakan reka bentuk 
penyelidikan kuantitatif dan data dikumpulkan daripada 604 pelanggan penyedia 
perkhidmatan telekomunikasi mudah alih utama di Nigeria menggunakan kaedah 
persampelan mudah. Analisis data telah dilakukan menggunakan perisian Smart-PLS 
dan makro ‘PROCESS’. Keputusan menunjukkan bahawa tanggapan pelanggan 
terhadap CSR adalah terbaik diwakili menerusi konstruk tahap-kedua yang terdiri 
daripada dimensi etika, undang-undang dan kebajikan. Penemuan ini juga 
menunjukkan tanggapan pelanggan terhadap CSR mempengaruhi secara terus kualiti 
perkhidmatan, kepuasan dan niat pembelian semula; sementara kualiti perkhidmatan 
dan kepuasan dilihat mempunyai kesan perantara separa ke atas hubungan antara 
tanggapan CSR dan pembelian semula. Tambahan lagi, kajian ini mengesahkan 
bahawa pengetahuan subjektif hak pengguna menyederhanakan pengaruh tanggapan 
CSR terhadap kualiti perkhidmatan dan niat pembelian semula. Kajian ini 
menyumbang kepada teori dengan cara mengintegrasikan literatur CSR dan 
konsumerisme, manakala implikasi praktikal kajian ini ialah syarikat-syarikat 
perkhidmatan harus menjelaskan usaha-usaha untuk melindungi hak pengguna dalam 
komunikasi CSR mereka. Kajian masa depan disyorkan untuk melanjutkan kajian ini 
kepada industri-industri utama yang lain, terutama sektor pembuatan.
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CHAPTER 1
INTRODUCTION
1.1 Background of the Study and Motivation for Research
Businesses generally exist within the context of an environment, which 
consists of individuals and groups, commonly referred to as the stakeholders of 
business (Freeman, 1984, 2010). These stakeholder groups include customers, 
employees, shareholders, trade unions, suppliers, regulatory agencies, and the larger 
society; who are engaged in a mutually dependent relationship with the company 
(Clarkson, 1995; Freeman, 1984, 2010; Murray and Vogel, 1997; Papasolomou- 
Doukakis et al., 2005). In this regard, it has become a recognized practice for 
businesses to come up with corporate initiatives that are aimed at providing some 
(economic and non-economic) benefits to the various stakeholders. These corporate 
initiatives include actions/activities such as corporate philanthropy and donation to 
charity, events sponsorship, production of environmentally friendly products, and so 
on (Bhattacharya and Sen, 2004; Lee, 2010; Sen et al., 2016).
These acts along with so many others, which are aimed at projecting the 
company as being ethical and socially responsible, are captured under the concept of 
corporate social responsibility (CSR). CSR generally relates to the efforts/activities 
that a company undertakes with respect to meeting its obligations to its various 
stakeholders (Bhattacharya and Sen, 2004; Brown and Dacin, 1997). It has over the
2years become one of the major items that appear on most companies’ annual reports, 
as well as the media, and other publicly circulated documents and websites (Ferreira 
et al., 2010; Hutton et al., 2001; Pirsch et al., 2007). All of these are done in order to 
project the companies as corporate entities, who care for the interests of their 
stakeholders.
Beyond the normative cause for CSR however, management theorists have also 
pointed out that companies can actually use their CSR engagement as a tool for 
strategic advantage (Bhattacharya et al., 2004; Drucker, 1980; Kotler and Lee, 2005; 
Porter and Kramer, 2006). In order words, companies can take advantage of their 
favourable CSR reputation as a means of gaining competitive advantage mostly in the 
form of favorable corporate image and reputation, and continuous patronage (Becker- 
Olsen et al., 2006; Bhattacharya and Sen, 2004; Brown and Dacin, 1997). This 
thinking has generated considerable interest in both professional and academic 
discourse on CSR; with the aim to ascertain the beneficial effects of CSR engagement 
for companies (Bhattacharya and Sen, 2004; Brown and Dacin, 1997; Ikejiaku, 2012; 
Sen et al., 2006). Research has further revealed that among the various stakeholder 
groups and intended beneficiaries of CSR, the consumers have received the most 
attention and focus in CSR communication efforts of companies (Bhattacharya and 
Sen, 2004). This is due to the belief that the existence of the business itself depends 
upon the patronage of the consumers (Agbonifoh and Edoreh, 1986; Bello et al., 2012). 
This fact has led to an increasing attention to researches aimed at understanding the 
impact of CSR, as well as the consumers’ responses to the initiatives, both within the 
academia and among business practitioners.
Brown and Dacin (1997) pioneered this stream of research, when they 
developed a framework that was used to investigate the relationship between corporate 
associations (comprising of corporate social responsibility and corporate ability) and 
consumer product responses (Berens et al., 2005; Du et al., 2007; He and Li, 2011; 
Lee, 2010; Perez et al., 2013). The framework developed by Brown and Dacin (1997) 
was in the form of Stimulus-Organism-Response (SOR) model, which sought to 
establish linear relationships between sets of independent, intermediate and dependent 
variables. The findings from the study indicate that CSR directly and positively
3influences consumers’ evaluation of a corporation; while at the same time indirectly 
influences consumer product responses through corporate evaluation.
A review of extant literature reveals that several studies have adopted the 
Brown and Dacin’s (1997) framework to explore the relationships between CSR 
practices and consumers’ attitudinal and behavioral intentions. The findings from most 
of these studies have however been inconclusive (Berens et al., 2007; Bhattacharya 
and Sen, 2004; Kolkailah et al., 2012; Marquina Feldman and Vasquez-Parraga, 2013; 
Walsh and Bartikowski, 2013). While some studies report positive and direct 
relationships, some others have reported insignificant or even negative relationships 
between perceived CSR and customer reactions. For example, some studies have 
reported positive effects of perceived CSR on customer’ attitudinal responses such as 
favorable corporate attitude (Kolkailah et al., 2012); perceived quality (Folkes and 
Kamins, 1999; Huang et al., 2014; Swaen and Chumpitaz, 2008); customer satisfaction 
(Luo and Bhattacharya, 2006; Perez et al., 2013); purchase intentions (Becker-Olsen 
et al., 2006; Carvalho et al., 2010; Castaldo et al., 2009; Gupta, 2002; Murray and 
Vogel, 1997; Pirsch et al., 2007); a greater willingness of customers to pay higher 
prices for the company’s products (Carvalho et al., 2010; Creyer and Ross, 1997; 
Gupta, 2002); and customer brand loyalty (Carvalho et al., 2010; Marin et al., 2009; 
Su et al., 2014). CSR has equally been helpful for companies’ recovery from market 
crisis (Klein and Dawar, 2004; Pirsch et al., 2007); while also serving as a form of 
insurance cover for firms against consumer boycotts (Becker-Olsen et al., 2006), and 
also encouraging customer donations to identified CSR causes (Lichtenstein et al., 
2004).
As against studies which reported positive relationships between perceived 
CSR and customer reactions, findings from some other studies have indicated that the 
relationships between CSR initiatives and consumers’ related outcomes are not always 
direct and evident (Castaldo and Perrini, 2004; Castaldo et al., 2009; Marquina 
Feldman and Vasquez-Parraga, 2013). For example, Boulstridge and Carrigan (2000) 
has reported a ‘zero’ link between CSR and consumer purchasing decisions. Mohr et 
al. (2001) report a rather limited influence of CSR on purchase intentions, as only a 
few consumers mentioned that they considered CSR when making purchase decisions.
4There have also been situations where consumers’ favorable disposition towards CSR 
was found to be inconsistent with their actual buying behavior (Arredondo Trapero et 
al., 2010; Kolkailah et al., 2012; Marquina Feldman and Vasquez-Parraga, 2013). 
More so, Castaldo and Perrini (2004), Carrigan and Attalla (2001), and Loussai'ef et 
al. (2014) have reported findings indicating that consumers may even fail to notice or 
consider the socially irresponsible behavior of a company when making their 
purchases.
The contradictory findings in the studies related to CSR and consumer 
reactions presented above, represents a lack of consensus on the issues relating to 
consumer attitudes and behavior towards CSR (Bhattacharya and Sen, 2004; Kolkailah 
et al., 2012; Sen and Bhattacharya, 2001). Researchers on the subject matter have thus 
continued to suggest the need to examine the possible causes of the mixed findings. 
Based on this suggestion, research efforts have thus far focused on either, or a 
combination of two major issues that could possibly help in resolving the 
discrepancies.
The first issue has to do with the suggestions that the effect of CSR on 
consumer related outcomes may be dependent on other factors besides CSR itself 
(Brown and Dacin, 1997; Casado-Diaz et al., 2014; He and Li, 2011; Marquina 
Feldman and Vasquez-Parraga, 2013; Sen and Bhattacharya, 2001). Several 
researchers have suggested the inclusion of additional variables into the models 
exploring the relationship between CSR and consumer behavior. These additional 
variables are mostly in the form of mediator and moderator variables, which according 
to Aguinis and Glavas (2012, p. 934), respectively represent the “underlying 
processes” and “conditions under which” consumers’ perceptions of CSR “leads to 
specific outcomes”. Researchers have particularly emphasized on the need to explore 
moderator variables, which may include factors related to the company (e.g. The CSR 
domain, product quality, brand dominance, etc.) and/or related to the consumer (e.g. 
awareness, CSR support, and attributions) (Bhattacharya and Sen, 2004; Sen and 
Bhattacharya, 2001); as well as those relating to industry, culture, national system and 
context (Azmat and Ha, 2013; Casado-Diaz et al., 2014; Simpson and Kohers, 2002).
5The second issue, which researchers believe could help resolve the equivocal 
findings, has to do with the definition and measurement of what the consumers actually 
perceive as constituting socially responsible behavior of companies (Garcia de los 
Salmones et al., 2005; Maignan, 2001; Ramasamy and Yeung, 2009). The general 
observation is that most studies have taken either of two opposite directions in their 
measurements of perceived CSR (Garcia de los Salmones et al., 2005; Maignan, 2001; 
Mohr et al., 2001). While some studies have measured perceived CSR only based on 
the company’s societal marketing/philanthropic efforts, others have adopted the 
“broader point o f  view” (Garcia de los Salmones et al., 2005, p. 372), by considering 
the multiple dimensions of CSR, particularly based on Carroll’s (1979) 4-part theory 
of CSR.
Of the two approaches highlighted above, modern researchers have 
acknowledged the multi-dimensional view as a better representation of perceived CSR 
(Garcia de los Salmones et al., 2005; Maignan, 2001; Mohr et al., 2001). At the same 
time, they have also emphasized the need for researchers to properly ascertain the 
perceived dimensions of CSR by respondents in specific contexts. This call is based 
on the fact that the CSR construct is often thought to mean “different things to different 
people, in different places and at different tim es” (Campbell, 2007, p. 950). Thus, the 
need to ascertain the actual dimensions to include in specific contexts and studies 
examining consumer responses to CSR becomes very important (Garcia de los 
Salmones et al., 2005; Maignan, 2001; Ramasamy and Yeung, 2009; Sen et al., 2016; 
Vazquez et al., 2012), in order to avoid the consequences of improper identification, 
which may lead to wrong conclusions.
A further justification for this study arises from the observations that research 
efforts on consumer responses to CSR have been skewed in favor of the developed 
countries. Researchers are unanimous in asserting that studies on consumers’ 
perceptions of CSR have concentrated mostly on the developed economies, especially 
in Europe and America. Research efforts on perceived CSR and customer related 
outcomes in the emerging and developing economies (Nigeria inclusive) have so far 
remained at the infancy stage (Azmat and Ha, 2013; Fatma and Rahman, 2015; Jamali 
and Mirshak, 2007; Lee and Shin, 2010; Visser, 2008). This limited knowledge about
6consumer perception and response to CSR in developing countries has led to 
insinuations that the consumers in these parts of the world are too preoccupied with 
the satisfaction of basic necessities of life than to care about higher order values such 
as CSR and consumer rights protection (Arli and Lasmono, 2010; Azmat and Ha, 
2013; Ramasamy and Hung, 2004). Empirical validation of these claims are however 
scarce, thus leading to calls for systematic research on the subject matter in developing 
countries (Abd Rahim et al., 2011; Andrianova and Yeletskikh, 2012; Azmat and Ha, 
2013; Fatma and Rahman, 2015; Visser, 2008).
The foregoing background thus presents a motivation, as well as opportunity 
for research that could further enhance the understanding of the existing knowledge 
on the relationship between CSR and consumer responses. The imperativeness of this 
study is further amplified if one considers the fact that issues bothering on CSR, and 
consumer rights awareness and protection have remained contemporary issues in the 
general discourse on business -  society relations (Alsmadi and Alnawas, 2012; 
Alsmadi and Khizindar, 2015; Donoghue et al., 2016). To this end therefore, this study 
intends to focus on the perceptions and responses of customers towards CSR of 
Nigerian companies, with particular emphasis on the telecoms companies in the 
country.
1.2 Corporate Social Responsibility in Nigeria
The development and practice of CSR in Nigeria has followed similar patterns 
as in most developing countries in the world. The general opinion is that CSR was 
‘imported’ into the developing countries by the MNCs, whose headquarters are based 
in the western nations, especially of Europe and America (Amaeshi et al., 2006; Helg, 
2007; Ite, 2004). In the case of Nigeria, researchers are unanimous on the belief that 
the history of formalized CSR in Nigeria is closely linked to the CSR practices in the 
oil and gas multinationals (Ejumudo et al., 2012; Helg, 2007; Ogula, 2012). This is 
not in any way surprising; given the fact that Nigeria is basically a mono-cultural
7economy (Osemene, 2012), that has relied almost entirely on export of crude oil for 
her budgetary and developmental projections (Alabi and Ntukekpo, 2012; Ejumudo et 
al., 2012; Ndu and Agbonifoh, 2014). Thus, the oil companies were the most visible 
and active players in the Nigerian economy. As such, companies in other sectors of 
the Nigerian economy merely followed the example of CSR as practiced by the oil 
companies.
Most researchers have described the early form of CSR practices in Nigeria as 
being neither for normative, altruistic or strategic reasons, but rather an attempt to 
reduce or compensate for the negative effects of the companies’ operations on the 
society (Amaeshi et al., 2006; Helg, 2007; Ite, 2004). This is evidenced by the fact that 
the CSR initiatives of the oil and gas multinationals have always been in response to 
public pressure regarding the negative consequences of the operations of the MNCs, 
especially in relation to labour issues, human rights and environmental pollution 
(Amaeshi et al., 2006; Frynas, 2001; Ite, 2004). For a long period in the history of 
business -  society relations in Nigeria, the idea of CSR was associated to 
correctional/philanthropic acts through community development efforts like the 
provision of pipe-borne water, building of hospitals and schools, construction of roads, 
and the likes (Helg, 2007).
At the onset of the present millennium however, companies in Nigeria started 
expanding their scope of CSR beyond correctional/philanthropic activities. Some 
companies began to adopt CSR as a strategic marketing tool, targeted at the consumers 
(Adeyanju, 2012; Mordi et al., 2012). This development has been attributed to the 
deregulation of some key sectors of the Nigerian economy, such as the banking, 
telecoms, and downstream oil and gas sectors (Kuye et al., 2013; Raimi et al., 2014b; 
Raimi et al., 2014). The deregulation exercise further exposed the Nigerian economy 
to the forces of globalization, which led to increased competition among companies; 
as well as an increased awareness and attention to CSR in the Nigerian academic and 
business circles (Raimi et al., 2014, p. 316). Within a short time after the deregulation, 
the tempo of CSR increased in the country, with companies demonstrating a sense of 
responsibility towards the needs of their stakeholders, and most particularly, the 
consumers (Amaeshi et al., 2006; Mordi et al., 2012; Oguntade and Mafimisebi, 2011).
8A number of these companies have actually taken a step further in their CSR 
implementation, by establishing separate foundations to take care of their CSR 
(Amaeshi et al., 2006; Mordi et al., 2012; Oguntade and Mafimisebi, 2011). The 
establishment of these separate foundations can be described as a step towards 
institutionalizing CSR in these companies. Examples of companies that have dedicated 
foundations for CSR are mostly found in the banking industry, the telecoms industry 
and the British American Tobacco (BAT) (Adeyanju, 2012; Amaeshi et al., 2006; 
Helg, 2007; Mordi et al., 2012; Osemene, 2012).
1.2.1 CSR Adoption and Practices by Telecoms Companies in Nigeria
Companies in the telecom industry in Nigeria are regarded as the frontrunners 
in terms of CSR implementation in the country (Adeyanju, 2012; Osemene, 2012; 
Raimi et al., 2014). The telecoms sector became very visible in the CSR practices due 
to the popularity and instant acceptance of the GSM by the Nigerian populace 
(Obadare, 2006; Tella et al., 2009). It is on record that, prior to the introduction of the 
GSM mobile telephony in Nigeria, the number of active telephone lines in the country 
was just around 500,000 units (Obadare, 2006; Osemene, 2012; Tella et al., 2009). 
The introduction of the GSM by the new companies, however, saw this figure rising 
to over 3 million active telephone lines by September 2003 (Obadare, 2005, 2006; 
Tella et al. , 2009).
The phenomenal growth recorded by the telephone subscription, however 
came along with a number of challenges, which, at different times, threatened the 
relationship between the companies and their various stakeholders (Adeyanju, 2012; 
Obadare, 2005, 2006; Osemene, 2012; Tella et al., 2009). Given the tremendous 
success achieved by the companies, the stakeholders generally began to expect that the 
companies will make efforts to contribute to the overall welfare and betterment of the 
society (Adeyanju, 2012; Obadare, 2005, 2006; Osemene, 2012). Thus, there were 
expectations relating to availability and quality improvement in services,
9environmental consciousness, as well as voluntary (moral and financial) contributions 
to the society. These expectations by the stakeholders are consistent with the general 
notion of CSR (Adeyanju, 2012; Obadare, 2005, 2006), which centers on stakeholders’ 
expectations regarding the economic, legal, ethical and discretionary obligations 
towards the society (Carroll, 1979, 1991, 1999).
It is on record that the telecoms companies were initially reluctant to respond 
to the stakeholders’ expectations (Adebisi and Akinmadelo, 2014; NCC, 2004; 
Obadare, 2005, 2006). However, a combination of pressures from several stakeholder 
groups, as well as the increased competition for customers among the telecoms 
companies served as compelling factors for the companies to adopt socially 
responsible practices. The pressure from the consumer advocacy groups is of specific 
importance to the context of this study, as it points to the importance of consumer 
rights awareness, and the powers it can confer on the consumers. The early period of 
mobile telephone development in Nigeria was fraught with complaints and agitations 
from consumers regarding the activities of the telecoms companies operating in the 
country. The period was characterised by unfair/unethical practices evidenced by poor 
service delivery, unreasonably high tariffs, and flagrant disregard for consumer rights 
issues (NCC, 2004; Obadare, 2005, 2006).
The unwillingness of the telecom companies to respond to consumer agitations 
led to the rise of consumer advocacy groups, who sensitised the consumers on their 
rights, and the need to pursue same. This led to the infamous GSM boycott in Nigeria 
on the 19th September 2003 (Mushiro, 2004; NCC, 2004; Obadare, 2005, 2006). The 
one-day boycott exercise led to loss of revenue for the companies, estimated at about 
one billion Naira (NCC, 2004; Obadare, 2005). Beyond the loss of revenue however, 
the boycott and its effect also served as a major turning point for CSR adoption by the 
companies. By the third quarter of the year 2003, the major companies in the telecoms 
industry began to demonstrate a renewed commitment to CSR and consumer rights 
protection (NCC, 2004; Obadare, 2005, 2006). These efforts were led by the two 
pioneer companies (i.e., MTN and Econet), who started embarking on aggressive 
promotional campaigns to highlight their contributions to social causes in the country 
(NCC, 2004; Obadare, 2005, 2006).
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To further underscore their commitment to the implementation of CSR in the 
country, the telecoms companies also began to establish separate foundations that are 
dedicated to the formulation and implementation of CSR programs in the country 
(Mordi et al., 2012; Oguntade and Mafimisebi, 2011). The establishment of CSR 
foundations by the telecoms companies in Nigeria has increased the visibility of the 
companies’ efforts at being socially responsible. This is evidenced by the publicity, 
and the various awards, certificates and recognitions the companies have (individually 
and collectively) received at different times from local and international groups 
interested in CSR implementations (Adeyanju, 2012; Osemene, 2012; Sustainability 
Report, 2014).
The importance attached to CSR as a marketing tool has led to an increase in 
the number of CSR foundations currently operating in Nigeria; as companies in other 
industries have also joined in establishing foundations to handle their CSR activities 
(Amaeshi et al., 2006; Mordi et al., 2012; Oguntade and Mafimisebi, 2011). For the 
telecoms industry, which is the focus of this study, the prominent CSR foundations 
include the MTN-Nigeria Foundation (MTNNF), the Globacom Foundation, and the 
Etisalat Center for CSR (Adeyanju, 2012; Helg, 2007; Osemene, 2012; Raimi et al., 
2014; Sustainability Report, 2014). Judging by the performance of these telecoms 
companies in terms of CSR implementation, researchers and analysts have adjudged 
the telecoms companies as the frontrunners in the efforts to extend the conception of 
CSR beyond corporate philanthropy that used to be prevalent in the country (Mordi et 
al., 2012; Osemene, 2012; Raimi et al., 2014; Sustainability Report, 2014). This 
opinion is evidenced by the fact that the visibility of the CSR initiatives of the telecoms 
companies in Nigeria now extends to such areas as environmental sustainability (e.g. 
MTN’s bio-degradable recharge cards and Etisalat’s Eco-SIM cards), economic 
empowerment, health, education, sponsorship of cultural and sporting events, as well 
as relationship with various stakeholders, through active engagements (Adeyanju, 
2012; Helg, 2007; Osemene, 2012; Raimi et al., 2014; Sustainability Report, 2014)
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1.3 Problem Statement
The expectations of positive attitudinal and behavioral responses towards 
companies that are considered as socially responsible has inspired academic research 
interests among management and marketing scholars. Beginning with the research by 
Brown and Dacin (1997), the literature on CSR and consumer responses has witnessed 
a proliferation of empirical researches within the past two decades (Garcia de los 
Salmones et al., 2005; He and Li, 2011; Hildebrand et al., 2011; Perez et al., 2013). 
Several studies have extended the Brown and Dacin’s framework, to include a variety 
of consumer response variables; all with the aim to determining how consumers 
actually perceive and respond to CSR. Findings from most of these studies have 
however remained largely contradictory and inconclusive (Al Jarah and Emeagwali, 
2017; Bhattacharya and Sen, 2004; Gurlek et al., 2017; Kolkailah et al., 2012; Marin 
et al. , 2009), as researchers have reported mixed findings regarding the nature and 
extent to which perceived CSR directly influences consumer product responses. For 
instance, while some studies (i.e., Civero et al., 2017; Du et al., 2007; Mandhachitara 
and Poolthong, 2011; Marin et al., 2007) have reported positive effects of Perceived 
CSR on consumer responses; some other studies (i.e., Bravo et al., 2012; Gracia de los 
Salmones et al., 2005; Kim et al., 2017). Thus, necessitating the call for more studies 
on the CSR phenomenon.
Specifically, researchers have been urged not to limit their research efforts to 
just investigating whether perceived CSR impacts or consumer behavior or not 
(Aguinis and Glavas, 2012; Bhattacharya and Sen, 2004; Castaldo et al., 2009). 
Research efforts should also investigate the possible moderator and mediator 
relationships that may exist between perceived CSR and the consumer response 
variables, in order to have better understanding of the CSR effect (Bhattacharya and 
Sen, 2004; Casado-Diaz et al., 2014; Sen and Bhattacharya, 2001). These moderator 
and mediator variables include those related to the company and/or consumers, as well 
as those relating to industry, culture, national system and context (Bhattacharya and 
Sen, 2004; Casado-Diaz et al., 2014; Sen and Bhattacharya, 2001; Simpson and 
Kohers, 2002).
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Several researchers have responded to these suggestions, by including the 
indirect effects and relationships in models used in their studies. Prominent mediator 
variables examined in the literature includes perceived service quality, customer 
satisfaction, consumer trust, and identification with the company (He and Li, 2011; 
Luo and Bhattacharya, 2006; Matute-Vallejo et al., 2011; Poolthong and 
Mandhachitara, 2009; Swaen and Chumpitaz, 2008; Vlachos et al., 2009). Among 
these potential mediators, perceived service quality and customer satisfaction have 
been of particular interest to most researchers. This is because the constructs of service 
quality and customer satisfaction have gained prominence in the marketing literature 
as the major predictors of consumer behavioral intentions (He and Li, 2011; Luo and 
Bhattacharya, 2006; Matute-Vallejo et al., 2011). Thus, some researchers have 
maintained that consumers will be unwilling to sacrifice these traditional 
features/determinants for an abstract concept like CSR, which has no direct bearing on 
companies’ ability to deliver goods and services effectively and efficiently (Auger et 
al., 2003; Boulstridge and Carrigan, 2000; Pomering and Dolnicar, 2009; Yuen and 
Thai, 2016). This view is further supported by the consideration that perceived CSR 
relates to the satisfaction of higher-order needs, as compared to service quality, which 
relates to the satisfaction of lower-order needs (Vlachos et al., 2009). Thus, implying 
that consumers would naturally be more concerned about the later than the former.
On the other hand, several other researchers have argued that in the present 
globalization era, product and process standardization have become the norm for all 
companies; as such, companies can no longer rely on the traditional product and brand 
differentiation strategies (Bhattacharya and Sen, 2004; Gupta, 2002; Mombeuil and 
Fotiadis, 2017). In the view of these authors, the key to competitive advantage now 
lies with intangible assets that are not easily imitable such as an outstanding corporate 
image built through CSR (Bhattacharya and Sen, 2004; Engizek and Yasin, 2017). 
Given these contending viewpoints, researchers have investigated the mediating role 
of service quality and customer satisfaction on the influence of perceived CSR on 
consumer behavioral intentions.
Findings from such studied have revealed that service quality and satisfaction 
as having varying degrees of mediation effects ranging from full mediation
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(Mandhachitara and Poolthong, 2011), partial mediation (He and Li, 2011; Poolthong 
and Mandhachitara, 2009), and no mediation (Khan et al., 2015) on the targeted 
relationships. More importantly however, a noticeable feature with most of these 
studies is they have mostly concentrated on the unique mediation effects, without 
accounting for the sequential mediation that is likely to exist within such models. The 
serial mediation arises when two mediation variables in a model are causally related 
(Hayes, 2013; Taylor et al., 2008); as in the case of service quality and customer 
satisfaction. There is overwhelming evidence in the service marketing literature that 
customer satisfaction mediates the effect of service quality on consumer behavioral 
intentions (Bagozzi, 1992; Gotlieb et al., 1994; Yuan and Jang, 2007). Thus, any 
model including these two as mediators of the CSR effect needs to account for the 
sequential mediation in order to give a clearer view of the relationships and effects 
amongst the construct.
As in the case with mediation, researchers have also sought to investigate 
moderating variables in the relationships between perceived CSR and consumer 
response variables. The inclusion of moderator variables has further enhanced the 
understanding of the antecedents and consequences of consumers’ responses towards 
CSR. However, researchers are still of the opinion that several possible moderator 
variables abound, whose effect have not been explored in relation to CSR and 
consumer responses (Azmat and Ha, 2013; Azmat and Samaratunge, 2009; Liu and 
Fei, 2010). Particular emphasis has been placed on the possible moderating effects of 
variables related to consumer values and personality traits (Marin et al., 2009), and 
context (Azmat and Ha, 2013; Azmat and Samaratunge, 2009; Simpson and Kohers, 
2002). Thus, it becomes necessary to search for potential moderators of the effects of 
perceived CSR on consumer response variables.
According to Berger and Corbin (1992), identification of “potential moderators 
(would) involve surveying the literature for variables that might enhance or inhibit the 
influence” of perceived CSR on “the specific behaviors of interest” (p.80). These 
potential moderators should, as a matter of necessity, be logically aligned with the 
phenomena under study (Sekaran and Bougie, 2010). Therefore, within the literature, 
the variable “consumer rights awareness” has been shown to be an important direct
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predictor of consumer complaint behavior (Bhuian and Al-Enazi, 2013; Donoghue and 
de Klerk, 2009; Donoghue et al., 2016; Zhao and Othman, 2010); a phenomenon 
which is logically related to both CSR and consumer rights awareness. This study thus 
investigates the possible moderating effect of consumer rights awareness on the 
relationship between perceived CSR and consumer responses.
Discussions within the literature has shown that consumer rights awareness is 
considered an integral part of consumerism, which is reported to be historically linked 
with CSR (Agbonifoh and Edoreh, 1986; Alsmadi and Alnawas, 2012). Several 
researchers have pointed out that CSR and consumerism emerged partly in response 
to the expressions of discontent by consumers (and the society at large) against the 
unethical business practices of companies, especially in the developed countries 
(Agbonifoh and Edoreh, 1986; Danciu, 2015; Dusuki, 2008; Klein et al., 2004; Yusoff 
et al., 2012). This belief is further strengthened by the prominent feature in most 
definitions of CSR, which emphasizes the companies’ self-controlled behavior aimed 
at improving/safeguarding the interests of the stakeholders (Andreasen and 
Drumwright, 2001; Davis and Blomstrom, 1975; Sen and Bhattacharya, 2001). With 
the consumers regarded as the most important stakeholders of business (Carvalho et 
al., 2010; Du et al., 2007; Folkes and Kamins, 1999; Russell and Russell, 2009), the 
adoption of CSR by a company thus, presupposes that such a company becomes 
committed to protecting consumers’ rights and interest (Alsmadi and Alnawas, 2012; 
Azmat and Ha, 2013; Castaldo et al., 2009; Jalilvand et al., 2017).
Based on the requirements highlighted above, it is logical to expect that the 
consumer, whose right is to be protected, should at least have a basic knowledge of 
his/her rights in order to be able to effectively assess and reward the firm’s CSR 
initiatives appropriately. Put simply, if a company claims to be committed to protecting 
consumer rights and interests, the customer needs to be aware of such rights, so as to 
know whether they are being protected or not. Incidentally however, despite the 
multitude of researches that have studied the antecedents and consequences of 
consumer perception and responses to CSR, no study till date (to the best of the 
researcher’s knowledge) has investigated the possible effect(s) of consumer rights 
awareness. Thus, there is no empirical evidence on the effects of consumer rights
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awareness on consumer responses to CSR. This has led to suggestions for the inclusion 
of consumer rights awareness variable as a possible (moderating) variable on the 
relationship between CSR and consumer response (Azmat and Ha, 2013).
Based on the foregoing discussion, this study aims to examine a conceptual 
model of the direct and indirect relationships between consumer perceived CSR and 
consumer behavior outcomes. Specifically, the research focuses on (1) the direct 
influence of perceived CSR on perceived service quality, customer satisfaction, and 
repurchase intention, (2) the importance of perceived service quality and satisfaction 
as mediators of the relationship between perceived CSR and consumer repurchase 
intention, (3) the moderating effects of consumer rights awareness on the relationships 
between perceived CSR and service quality perceptions, customer satisfaction, and 
repurchase intention. These relationships have been formulated based on the stimulus- 
organism-response (S-O-R) theory, which focuses on the interrelationships between 
social stimulus, intervening variable(s) and human response; and the social cognition 
theory, which establishes connections between human cognition (knowledge), feelings 
and behavior towards the environment (Fiske and Taylor, 2010).
Furthermore, as an important element in the investigation of CSR’s effect on 
consumer behavior, researchers have advocated the need for proper definition and 
measurement of the construct ‘perceived CSR’ (Garcia de los Salmones et al., 2005; 
Maignan, 2001; Ramasamy and Yeung, 2009). Criticisms of earlier researchers who 
measured the construct based on cause-related/philanthropic activities of companies 
have led researchers to depend on the Carroll’s (1999) 4-dimensions model in gauging 
consumer perceived CSR. However, divergent opinions have emerged on the actual 
dimensions to be included in consumer studies, as evidence has shown that the 
construct tends to have different meanings across contexts (Garcia de los Salmones et 
al., 2005; Khan et al., 2015; Martinez et al., 2014). For this reason, this study also 
made efforts to confirm multidimensionality of the perceived CSR construct among 
consumers in the study area. Specifically, the study has focused on identifying the 
actual dimensions that consumers in Nigeria include in the global construct of CSR.
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1.4 Aims and Objectives of the Study
The aim of this study is threefold: first, the study aims to ascertain the 
dimensions of perceived CSR from the perspectives of the consumers in the study area 
(i.e., Nigeria). Secondly, based on the dimensions identified, it examines the effects of 
perceived CSR on consumers’ service quality perceptions, satisfaction, and repurchase 
intentions. Thirdly, the effects of consumer rights awareness as a moderator of the 
effects of perceived CSR on service quality, customer satisfaction and repurchase 
intentions are examined.
Based on the general aim highlighted above, the study seeks to achieve the 
following specific objectives:
i. To determine the dimensions of CSR as perceived by consumers in 
Nigeria.
ii. To examine the relationships between perceived CSR and service 
quality perceptions, customer satisfaction, and repurchase 
intentions.
iii. To examine the mediating effects of service quality and customer 
satisfaction in the relationships between perceived CSR and 
repurchase intentions.
iv. To determine the moderating effects of consumer rights awareness 
on the relationships between perceived CSR and service quality, 
customer satisfaction, and repurchase intentions.
1.5 Research Questions
Arising from the objectives of the study, this research aims to answer the 
following questions:
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i. What are the dimensions of CSR as perceived by consumers in 
Nigeria?
ii. What are the relationships between perceived CSR and service 
quality perceptions, customer satisfaction, and repurchase 
intentions?
iii. To what extent do perceived service quality and customer 
satisfaction mediate the influence of perceived CSR on consumer 
repurchase intentions?
iv. Does consumer rights awareness moderate the relationship between 
perceived CSR and perceived service quality, customer 
satisfaction, and repurchase intentions?
1.6 Significance of the Study
This study is significant in the sense that it contributes to the existing body of 
knowledge on the impact of CSR on consumer behavior. At the same time, it also 
provides important (practical) contributions for managers and regulatory authorities, 
regarding CSR implementation, and management of business-society relationships.
In terms of the contribution to knowledge, the research represents an attempt 
to bridge three important gaps identified in the CSR literature. These gaps include the 
theoretical, contextual and empirical gaps associated with the extant literature on CSR 
and consumer behavior. The introduction of the consumer rights awareness variable 
represents an attempt to fill a theoretical gap in the CSR literature. This is due to the 
fact that the issue of customer rights awareness has not yet received the attention of 
researchers in the CSR and customer reactions literature. By considering the possible 
moderating effect of consumer rights awareness, additional insights are expected to be 
gained relating to customers’ reactions to CSR activities of business (Azmat and Ha, 
2013).
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The study also attempts to fill a contextual gap, by presenting a developing 
country (Nigeria) perspective on consumer response to perceived CSR. A review of 
the extant literature has shown that studies on consumer response to CSR have 
received minimal attention in developing countries; thus, necessitating the calls for 
increased research efforts in those parts of the world (Alsmadi and Alnawas, 2012; 
Azmat and Ha, 2013; Fatma and Rahman, 2015). With specific reference to Nigeria, 
researchers (e.g., Adewuyi and Olowookere, 2010; Okpara and Wynn, 2012) have 
observed a general scarcity of empirical studies on CSR-consumer responses in the 
country. Most CSR related studies in Nigeria have either focused on community 
relations activities of oil firms in the Niger-Delta (Alabi and Ntukekpo, 2012), or 
examined its application and perceptions from the organizations’ view point (Amaeshi 
et al., 2006; Babalola, 2012). Thus, this research contributes to the empirical 
knowledge relating to consumer response to CSR and how this response is influenced 
by consumer rights awareness in Nigeria, and by extension, the developing countries.
In terms of the contribution to management practice, the findings from this 
research are beneficial to management practice as they help company managers in the 
study context to understand how the customers perceive their CSR, and how it reflects 
on the consumers’ perception of service quality, satisfaction and patronage behavior. 
It is also expected that the findings will provide valuable information regarding the 
relationship between customer rights awareness, and consumer behavior; specifically, 
as it relates to its impacts on the customers’ perception and responses towards the 
companies CSR practices. The knowledge of how consumer rights awareness impacts 
on the relationship between CSR and customer responses is important for two reasons. 
First, is the fact that engagement in CSR represents an additional cost structure for 
companies (Ailawadi et al., 2014; Christopher and Luke, 2013; Hutton et al., 2001; 
Luo and Bhattacharya, 2006; Poolthong and Mandhachitara, 2009), and as such, it is 
important for the companies to be able to justify these costs (Poolthong and 
Mandhachitara, 2009).
Secondly, the telecoms companies in Nigeria have had to contend with 
accusations of disrespect for customers’ rights and protection, which had led to 
customers’ boycott action in the recent past (NCC-CAB, 2012; Obadare, 2005, 2006).
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As such, it is important for the companies to understand the potential effects of 
consumer rights awareness on their dealings with the customers, and the steps needed 
to be taken to improve the customers’ positive perceptions in this regard.
The findings of the research are also valuable to policy formulators, especially 
with regards to CSR, consumer rights and protection, and quality standards. Issues 
relating to the weak legislative and regulatory framework on CSR, consumer rights 
protection and quality standards have been the focal points of discussion in Nigeria for 
quite some time (Adewuyi and Olowookere, 2010; Obadare, 2005; Raimi et al., 2014). 
The findings of the research have provided insights into dimensions of CSR as 
perceived by the consumers’, perceived service quality in the telecoms industry, as 
well as level of consumers’ awareness of their rights. As such, the regulatory agencies 
may be able to understand the specific areas where improvements are required in terms 
of the activities relating to regulation and enforcements of CSR, consumer protection 
and quality standards respectively.
1.7 Scope of the Study
The scope of this research focuses on the relationship between perceived CSR, 
service quality, customer satisfaction, and repurchase intentions; in Nigeria, with 
consumer rights awareness as moderating variable. The research was conducted using 
sample of customers of telecommunications companies in Nigeria. The choice of the 
telecommunication industry as a reference point is due to its growing significance in 
the Nigerian economy. Since the deregulation of the sector in the year 2000, the 
industry has maintained an active lead in the Nigerian economy. Available statistics 
indicate that Nigeria now has over 148 million active mobile telephone users, 
representing a tele-density of 106% as at March 2016 (NCC website, 2016). The 
telecoms industry in Nigeria has maintained a leading position in Africa in terms of 
subscriber base (NCC-CAB, 2012; Tella et al., 2009).
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Data for the study were collected using a structured questionnaire administered 
on a convenience sample of mobile telephone subscribers in the two largest 
cosmopolitan cities in Nigeria (i.e., Kano and Lagos cities). The study sample is 
limited to the four major telecoms services providers, namely: Airtel Nigeria Ltd., 
Etisalat Nigeria, Globacom Nigeria Ltd., and MTN Nigeria. These companies are 
actively engaged in CSR activities, which are heavily promoted through a variety of 
media, such as print, broadcast, and electronic media; as well as through SMS 
messages that are often sent to customers. Table 1.1 shows the four major telecoms 
companies in Nigeria, and their respective market shares.
Table 1.1: Maj or Telecoms companies in Nigeria, and their market shares
Airtel Etisalat Globacom MTN
No. of Subscribers 33,866, 798 21,877, 542 34,608,793 57,045,721
Percentage % 23% 15% 23% 39%
Source: Nigerian Communications Commission (www.ncc.gov.ng)
1.8 Operational Definition of Terms
i. Corporate Social Responsibility: This is “the economic, legal, ethical, and 
discretionary expectations that society has of organizations at a given point in 
time” (Carroll, 1979, p. 500).
ii. Perceived Corporate Social Responsibility: This refers to the customers’ 
perceptions of the degree to which companies assume economic, legal, ethical 
and discretionary responsibilities towards their stakeholders (Maignan et al., 
1999).
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iii. Consumer Rights Awareness: This is defined as the consumers’ knowledge
and understanding of their rights regarding their experiences with companies 
and/or products (Bhuian and Al-Enazi, 2013; Zhao and Othman, 2010).
iv. Perceived Service Quality: This is defined as the “customer’s overall
impression of the relative inferiority/superiority of the organization and its
services” (Bitner and Hubbert, 1994, p. 77).
v. Customer Satisfaction: Customer satisfaction relates to individual feeling of 
pleasure or disappointment resulting from comparing a product’s perceived 
performance in relation to his/her expectations (Kotler 2003).
vi. Customer’s Repurchase Intention: Customer repurchase intention relates to 
the tendency that consumers will purchase a particular good or service from 
the same company again, and deliver their use experiences to friends and 
relatives (Cronin et al., 2000; Kuo et al., 2009; Wang et al., 2004; Zeithaml et 
al., 1996).
1.9 Organization of the Thesis
The thesis is organized into five chapters. Chapter 1 provides a general 
introduction and background into the study. The problem statement, research 
objectives and questions, significance of study, scope and limitations of the study were 
all highlighted in this chapter. Chapter 2 provides the review of literature about the 
thesis. The discussions covered the theoretical background to the study of CSR and 
consumer responses, meaning and dimensions of CSR, and relationships of CSR with 
service quality, customer satisfaction, repurchase intention, and consumer rights 
awareness. The chapter also discussed the underpinning theories and the development 
of hypotheses.
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Chapter 3 of the thesis provides detailed explanation of the methodology 
adopted in the thesis. Detailed explanations on the research philosophy, approach, and 
design were provided, along with method of data collection and the statistical tools 
and techniques employed in conducting the analyses and test of hypotheses in the 
thesis. Chapter 4 presents a detailed account of the data, and the analyses carried out 
in the study. The discussion covered the data cleaning process, descriptive analyses, 
and the test of measurement and structural models in the PLS-SEM, along with the test 
of moderation effects with component variables in the PROCESS macro.
Chapter 5 provides discussions on the findings of the study. The chapter starts 
with a general overview of the research, followed by discussions on each component 
of the research findings as they relate to the research objectives, and the existing 
literature. The chapter also discussed the contributions of the study, in terms of 
knowledge, theory, and practice. Limitations of the study along with suggestions for 
future researches were also provided in the chapter. Figure 1.1 presents a graphical 
illustration of the organisation of the thesis.
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CHAPTER
ONE
Introduction
This chapter provides a general introduction and background to 
the research, along with the statement of the problem, research 
questions, objectives, significance, scope, and limitations, and the 
structure of the thesis
CHAPTER
TWO
Literature Review
Chapter 2 reviews literature related to the study. The chapter 
begins with a general introduction into the study of corporate 
associations and consumer product responses, followed by 
conceptualization of the major constructs, and the relationships 
amongst them. The underpinning theories, research framework 
and hypotheses are also presented at the end of this chapter.
CHAPTER
THREE
CHAPTER
FOUR
Methodology
This chapter presents the methodology for the study. The research 
philosophy and approach are specified. Likewise, the research 
design, instrumentation, sampling, data collection and techniques 
for analysis are also presented in this chapter.
Data Analysis
This chapter presents the process of data analysis which 
include: data screening, checking for biases and 
multicollinearity, analysis o f descriptive statistics, assessing 
the measurement and structural models, and Testing of 
hypotheses.
CHAPTER
FIVE
Discussion and Conclusion
This chapter provides a summary of the findings, discusses the 
findings according to the research questions, and make analysis of the 
findings in the light of extant literature and reports the implications of 
the research and findings, limitations, and need for future research. 
The chapter ends by providing some conclusions.
Figure 1.1: Thesis Structure
REFERENCES
Aaker, J., Vohs, K. D., and Mogilner, C. (2010). Nonprofits Are Seen as Warm and 
For-Profits as Competent: Firm Stereotypes Matter. Journal o f  Consumer 
Research, 37(August), 224-237.
Abd-El-Salam, E. M., Shawky, A. Y., and El-Nahas, T. (2013). The Impact of 
Corporate Image and Reputation on Service Quality, Customer Satisfaction 
and Customer Loyalty: Testing the Mediating Role (Case Analysis in an 
International Service Company. The Business and Management Review, 3(2), 
177-196.
Abd Rahim, R., Jalaludin, F. W., and Tajuddin, K. (2011). The importance of corporate 
social responsibility on consumer behaviour in Malaysia. Asian Academy o f  
Management Journal, 16(1), 119-139.
Abubakar, F. M., and Ahmad, H. B. (2013). The Moderating Effect of Technology 
Awareness on the Relationship between UTAUT Constructs and Behavioural 
Intention to Use Technology: A Conceptual Paper. Australian Journal o f  
Business and Management Research, 3(2), 14-23.
Adebisi, S. A., and Akinmadelo, T. (2014). Building winning strategy for competitive 
performance through corporate social responsibility: An x-ray of MTN 
Nigeria. Management Strategies Journal, 24(2), 48-61.
Adeleke, C. J. (2014). Corporate Social Responsibility in the Nigerian Banking Sector. 
PhD Dissertation, Public Policy and Administration Faculty, Walden 
University, USA.
Adewuyi, A. O., and Olowookere, A. E. (2010). CSR and sustainable community 
development in Nigeria: WAPCO, a case from the cement industry. Social 
Responsibility Journal, 6(4), 522-535.
233
Adeyanju, O. D. (2012). An assessment of the impact of corporate social responsibility 
on Nigerian society: The examples of banking and communication industries. 
Universal Journal o f Marketing and Business Research, 1(1), 17-43.
Adeyemo, S. A., Oyebamiji, F. F., and Alimi, K. O. (2013). An Evaluation of factors 
Influencing Corporate Social Responsibility in Nigerian Manufacturing 
Companies. International Journal o f  Academic Research in Economics and 
Management Sciences, 2(6).
Aertsens, J., Mondelaers, K., Verbeke, W., Buysse, J., and Van Huylenbroeck, G. 
(2011). The influence of subjective and objective knowledge on attitude, 
motivations and consumption of organic food. British Food Journal, 113(11), 
1353 - 1378.
Agbonifoh, B. A., and Edoreh, P. E. (1986). Consumer Awareness and Complaining 
Behaviour. European Journal o f  Marketing, 20(7), 43-49.
Aguinis, H., and Glavas, A. (2012). What We Know and Don't Know About Corporate 
Social Responsibility: A Review and Research Agenda. Journal o f  
Management, 38(4), 932-968.
Aiken, L. S., and West, S. G. (1991). Multiple Regression: Testing and Interpreting 
Interactions. Newbury Park, CA: Sage.
Ailawadi, K. L., Neslin, S. A., Luan, Y. J., and Taylor, G. A. (2014). Does retailer 
CSR enhance behavioral loyalty? A case for benefit segmentation. 
International Journal o f  Research in Marketing, 31(2), 156-167.
Akanbi, B., Sodiq, A., and Akanbi, C. (2015). Mobile Number Portability And 
Telecom Subscribers In Nigeria: a Case Of Panel Data Analysis. Research 
Journal o f  Economics, Business, andICT, 10(1), 32-34.
Alabi, O., and Ntukekpo, S. S. (2012). Oil Companies and Corporate Social 
Responsibility in Nigeria: An Empirical Assessment of Chevrons Community 
Development Projects in the Niger Delta. British Journal o f  Arts and Social 
Sciences, 4(2), 361-374
Alade, W., Bishi, H., and Olajide, O. (2011, 18-20, May, 2011). Location analysis o f  
telecommunications infrastructure in residential neighbouhoods in Lagos 
Metropolis. Paper presented at the REAL CORP 2011, Tagungsband.
Alba, J. W., and Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal 
o f Consumer Research, 13(March), 411 -  454.
234
Alba, J. W., and Hutchinson, J. W. (2000). Knowledge calibration: What consumers 
know and what they think they know. Journal o f  Consumer research, 27, 123­
156.
Alee, R. (2014). Business Ethics: Consumers and the Supermarket Retail Industry in 
Chile. ASEAN Journal o f Management & Innovation, 1(2), 1-14.
Alexandris, K., Dimitriadis, N., and Markata, D. (2002). Can perceptions of service 
quality predict behavioral intentions? An exploratory study in the hotel sector 
in Greece. Managing Service Quality: An International Journal, 12(4), 224 - 
231.
Ali, P., Anderson, M. E., McRae, C. H., and Ramsay, I. (2014). The Financial Literacy 
of Young Australians: An Empirical Study and Implications for Consumer 
Protection and ASIC's National Financial Literacy Strategy. Company and 
Securities Law Journal, 32(5), 334-352.
Ali, P., Anderson, M. E., McRae, C. H., and Ramsay, I. (2014b). Consumer Rights 
Awareness of Young Australians. Competition and Consumer Law Journal, 
22(2), 126-150
Al Jarah, A., and Emeagwali, O. L. (2017). Corporate social responsibility and 
behavioral intention: the moderating effect of contextual factors a meta- 
analytic examination. Social Responsibility Journal, 13(4), 678-697.
Alsmadi, S., and Alnawas, I. (2012). Consumer Rights Today: Are They in Business 
or Out of Business? International Journal o f  Marketing Studies, 4(1), 159-167.
Alsmadi, S., and Khizindar, T. (2015). Consumers’ perceptions of consumer rights in 
Jordan. International Journal o f  Commerce and Management, 25(4), 512-530.
Alvarado-Herrera, A., Bigne, E., Aldas-Manzano, J., and Curras-Perez, R. (2015). A 
Scale for Measuring Consumer Perceptions of Corporate Social Responsibility 
Following the Sustainable Development Paradigm. Journal o f  Business Ethics, 
online, 10.1007/s10551-015-2654-9
Amadi, B. O., and Abdullah, H. (2012). Poverty Alleviation through Corporate Social 
Responsibility in Niger-Delta, Nigeria. Asian Social Science, 8(4 (April)), 57­
67.
Amaeshi, K. M., Adi, B. C., Ogbechie, C., and Amao, O. O. (2006). Corporate Social 
Responsibility (CSR) in Nigeria: western mimicry or indigenous practices? In
235
J. Moon (Ed.). Nottingham, UK: International Centre for Corporate Social 
Responsibility, The Nottingham University Business School.
Anadol, Y., Youssef, M. A., and Thiruvattal, E. (2015). Consumer reaction towards 
corporate social responsibility in United Arab Emirates. Social Responsibility 
Journal, 11(1), 19-35.
Anderson, E. A., and Sullivan, M. W. (1993). The antecedents and consequences of 
customer satisfaction for firms. Marketing Science, 12(Spring), 125-143.
Anderson, E. W., Fornell, C., and Lehmann, D. R. (1994). Customer Satisfaction, 
Market Share, and Profitability. Journal o f  Marketing, 58(July), 53-66.
Andreasen, A., and Drumwright, M. (2001). Alliances and ethics in social marketing. 
Washington, DC: Georgetown University Press.
Andreassen, T. W. (2000). Antecedents to satisfaction with service recovery. 
European Journal o f  Marketing, 34(1/2), 156 - 175.
Andreoni, J. (1990). Impure Altruism and Donations to Public-Goods: A Theory 
ofWarm-Glow Giving. Economic Journal, 100(June), 464-477.
Andrianova, O., and Yeletskikh, T. (2012). Societal marketing: integration of 
European experiences into business practices in Belarus. International Journal 
o f Emerging Markets, 7(2), 107-131.
Argandona, A., and Hoivik, H. V. (2009). Corporate social responsibility: One size 
does not fit all. Collecting evidence from Europe: IESE Business School, 
University of Navarra.
Arli, D. I., and Lasmono, H. K. (2010). Consumers' perception of corporate social 
responsibility in a developing country. International Journal o f  Consumer 
Studies, 34(1), 46-51.
Armstrong, G., and Kotler, P. H. (2013). Marketing: An Introduction (11th ed.). New 
Jersy, p. 517.: Pearson - Prentice-Hall.
Arredondo Trapero, F. G., De Lozada, M., Del Carmen, V., and De La Garza Garcia, 
J. (2010). Consumers and their buying decision making based on price and 
information about corporate social responsibility (csr).: Case study: 
Undergraduate students from a private university in Mexico. Estudios 
Gerenciales, 26(117), 103-118.
Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinatti 
Ohio: South-Western College Publishing.
236
Asubonteng, P., McCleary, K. J., and Swan, J. E. (1996). SERVQUAL Revisited: A 
Critical Review of Service Quality. The journal o f Services Marketing, 10(6), 
62-81.
Auger, P., Burke, P., Devinney, T. M., and Louviere, J. J. (2003). What will consumers 
pay for social product features? Journal o f  business ethics, 42(3), 281-304.
Augoustinos, M., and Walker, I. (1995). SOCIAL COGNITION - An Integrated 
Introduction. London: Sage Publications Ltd.
Aupperle, K. E., Carroll, A. B., and Hatfield, J. D. (1985). An Empirical Examination 
of the Relationship Between Corporate Social Responsibility and Profitability. 
Academy o f  Management Journal, 28(2), 446-463.
Aydin, S., Ozer, G., and Arasil, O. (2005). Customer loyalty and the effect of switching 
costs as a moderator variable, a case in the Turkish mobile phone market. 
Marketing Intelligence and Planning, 23(1), 89-103.
Azmat, F., and Ha, H. (2013). Corporate Social Responsibility, Customer Trust, and 
Loyalty—Perspectives from a Developing Country. Thunderbird International 
Business Review, 55(3), 253-270
Azmat, F., and Samaratunge, R. (2009). Responsible entrepreneurship in developing 
countries: Understanding the realities and complexities. Journal o f  Business 
Ethics, 90(3), 437-452.
Azmat, F., and Zutshi, A. (2012). Influence of Home-Country Culture and Regulatory 
Environment on Corporate Social Responsibility Perceptions: The Case of Sri 
Lankan Immigrant Entrepreneurs. Thunderbird International Business Review, 
54(1), 15-27.
Babakus, E., and Boller, G. W. (1992). An Empirical Assessment of the SERVQUAL 
Scale. Journal o f Business Research, 24(3), 253-268.
Babakus, E., and Mangold, W. G. (1992). Adapting the SERVQUAL Scale to Hospital 
Services: An Empirical Investigation,. Health Service Research, 26(6), 767­
780.
Babalola, Y. A. (2012). The impact of corporate social responsibility on firms’ 
profitability in Nigeria. European Journal o f  Economics, Finance and 
administrative sciences, 45(1), 39-50
Babatunde, K. A., and Akinboboye, S. (2013). Corporate social responsibility effect 
on consumer patronage-management perspective: Case study of a
237
telecommunication company in Nigeria. Jurnal Komunikasi= Malaysian 
Journal o f  Communication, 29(1), 55-71.
Bagozzi, R. P. (1983). A holistic methodology for modeling consumer response to 
innovation. Operations Research, 31(1), 128-176.
Bagozzi, R. P. (1992). The Self-Regulation of Attitudes, Intentions, and Behavior. 
Social Psychology Quarterly, 55, 178-204.
Baron, R. M., and Kenny, D. A. (1986). The moderator-mediator variable distinction 
in social psychological research: Conceptual, strategic, and statistical 
considerations. Journal o f Personality & Social Psychology, 51, 1173-1182.
Becker-Olsen, K. L., Cudmore, B. A., and Hill, R. P. (2006). The impact of perceived 
corporate social responsibility on consumer behavior. Journal o f  Business 
Research, 59(1), 46-53.
Becker, J.-M., Klein, K., and Wetzels, M. (2012). Hierarchical latent variable models 
in PLS-SEM: guidelines for using reflective-formative type models. Long 
Range Planning, 45(5/6), 359-394.
Beer, J. S., and Ochsner, K. N. (2006). Social cognition: A multi level analysis. BRAIN 
RESEARCH, 1079, 98 - 105.
Bello, K. B., Suleiman, J. B. A., and Danjuma, I. (2012). Perspectives on Consumerism 
and Consumer Protection Act in Nigeria. European Journal o f Business and 
Management, 4(10), 72 - 78.
Berens, G., van Riel, C. B., and van Bruggen, G. H. (2005). Corporate associations 
and consumer product responses: The moderating role of corporate brand 
dominance. Journal o f  Marketing, 69(3), 35-48.
Berens, G., van Riel, C. B. M., and van Rekom, J. (2007). The CSR-Quality Trade­
Off: When can Corporate Social Responsibility and Corporate Ability 
Compensate Each Other? Journal o f  Business Ethics, 74(3), 233-252.
Berger, I. E., and Corbin, R. M. (1992). Perceived Consumer Effectiveness and Faith 
in Others as Moderators of EnvironmentallyResponsible Behaviors. Journal o f  
Public Policy & Marketing, 11(2), 79-89.
Bernard, H. R. (2011). Research Methods in Anthropology: Qualitative and 
Quantitative Approaches (5th ed.). Plymouth, United Kingdom: Alta Mira 
press.
238
Bharadwaj, S. G., Thirunarayana, P. N., and Varadarajan, P. R. (1991). Attitudes 
towards marketing practices, consumerism and government regulations: An 
exploratory survey of consumers in India. Vikalpa, 16(1- January-March), 15­
28.
Bhattacharya, C., Korschun, D., and Sen, S. (2009). Strengthening stakeholder- 
company relationships through mutually beneficial corporate social 
responsibility initiatives. Journal o f  Business Ethics, 85(2), 257-272.
Bhattacharya, C., and Sen, S. (2004). Doing better at doing good: When, why, and 
how consumers respond to corporate social initiatives. California Management 
Review, 47, 9-24.
Bhattacharya, C., Smith, N. C., and Vogel, D. J. (2004). Integrating social 
responsibility and marketing strategy: an introduction. California Management 
Review, 47(1), 1-5.
Bhuian, S. N., Abdul-Muhmin, A. G., and Kim, D. (2002). The Relationship Between 
Ethical Business Practices, Government Regulations, and Consumer Rights: 
An Examination in Saudi Arabia. Business & Professional Ethics Journal, 
21(1-Spring), 47-64.
Bhuian, S. N., and Al-Enazi, E. A. (2013, July, 9-13). Perceived Consumer Power and 
Consumer Complaint Behavior: The Direct and Indirect Influences o f  
Consumer Awareness o f Their Rights. Paper presented at the 12th International 
Decision Sciences Institute & The 18th Asia Pacific DSI Conference, Bali, 
Indonesia, 771-782.
Bitner, M. J. (1990). Evaluating service encounters: the effects of physical 
surroundings and employee responses. Journal o f  Marketing, 54(2), 69-82.
Bitner, M. J., and Hubbert, A. R. (1994). Encounter Satisfaction versus Overall 
satisfaction versus Quality. In R. T. Rust and R. L. Oliver (Eds.), Service 
Quality: New Directions in Theory and Practice (pp. 72-94). London: Sage.
Blery, E. (2003). Factors Influencing Customers' Repurchase Intentions in the Greek 
Mobile Telephony Sector. University of Surrey.
Boatwright, P., Kalra, A., and Zhang, W. (2008). Should Consumers Use the Halo to 
Form Product Evaluations? Management Science, 54(1), 217-233
Bollen, K. A. (2011). Evaluating effect, composite, and causal indicators in structural 
equation models. M IS Quarterly, 35(2), 359-372.
239
Bolton, R. N., and Drew, J. H. (1991). A Multistage Model of Customers' Assessments 
of Service Quality and Value. Journal o f  Consumer Research, 17(March), 375­
384.
Boone, H. N., and Boone, D. A. (2012). Analyzing likert data. Journal o f extension, 
50(12), 1-5.
Boonlertvanich, K. (2001). Conceptual model for the repurchase intentions in the 
automobile service industry: The role of switching barriers in satisfaction - 
repurchase intentions relationship. International Journal o f Business Research, 
9(6), 1-18.
Boshoff, C., and Gray, B. (2004). The Relationships between Service Quality, 
Customer Satisfaction and Buying Intentions in the Private Hospital Industry. 
South African Journal o f  Business Management, 35(4), 27-37
Boulding, W., Kalra, A., Staelin, R., and Zei.thaml, V. A. (1993). A dynamic process 
model of service quality: From expectations to Behavioral intentions. Journal 
o f marketing Research, XXX(February), 7-27.
Boulstridge, E., and Carrigan, M. (2000). Do consumers really care about corporate 
responsibility? Highlighting the attitude—behaviour gap. Journal o f 
Communication Management, 4(4), 355-368.
Bowen, H. R. (1953). Social responsibility ofthe businessman. New York: Harpers and 
Brothers.
Brady, M. K., and Cronin, J. J. (2001). Some New Thoughts on Conceptualizing 
Perceived Service Quality: A Hierarchical Approach. The Journal o f  
Marketing, 65(3), 34-49.
Brady, M. K., Knight, G. A., Cronini, J. J., Hult, G. T. M., and Keillor, B. D. (2005). 
Removing the contextual lens: A multinational, multi-setting comparison of 
service evaluation models. Journal o f Retailing, 81(3), 215 - 230.
Bravo, R., Montaner, T., and Pina, J. M. (2012). Corporate brand image of financial 
institutions: a consumer approach. Journal o f  Product and Brand Management, 
21(4), 232-245.
Brown, T. J. (1998). Corporate associations in marketing: Antecedents and 
consequences. Corporate Reputation Review, 1(3), 215-233.
240
Brown, T. J., and Dacin, P. A. (1997). The company and the product: Corporate 
associations and consumer product responses. The Journal o f  Marketing, 68­
84.
Brucks, M. (1985). The Effects of Product Class Knowledge on Information Search 
Behaviour. Journal o f Consumer Research, 12(1), 1-16.
Bryman, A., and Bell, E. (2003). Business research methods. New York: Oxford 
University Press.
Bryman, A., and Bell, E. (2007). Business research methods. New York: Oxford 
University Pres.
Budnitz, M. E. (2012). Mobile financial services: The need for a comprehensive 
consumer protection law. Banking & Finance Law Review, 27, 213 - 232.
Bush, A. J., and Hair, J. F. (1985). An Assessment of the Mall Intercept as a Data 
Collection Method. Journal o f Marketing Research, 22(2 -May), 158-167.
Byrne, B. M. (2010). Structural equation modeling with AMOS (2nd ed.). New York: 
Routledge.
Campbell, L. J. (2007). Why Should Corporations Behave in Socially Responsible 
Ways? An Institutional Theory of Corporate Social Responsibility. Academy 
o f Management Review, 32(3), 946-967.
Capraro, A. J., Broniarczyk, S., and Srivastava, R. K. (2003). Factors Influencing the 
Likelihood of Customer Defection: The Role of Consumer Knowledge. 
Journal o f  the Academy o f Marketing Science, 31(2), 164-175.
Carlson, J. P., Vincent, L. H., Hardesty, D. M., and Bearden, W. O. (2009). Objective 
and subjective knowledge relationships: a quantitative analysis of consumer 
research findings. Journal o f  Consumer Research, 35, 864-876.
Carman, J. M. (1990). Consumer perceptions of service quality: an assessment of 
SERVQUAL dimensions. Journal o f  Retailing, 66(1), 33-55.
Carmen, R., VanVoorhis, W., and Morgan, B. L. (2007). Understanding Power and 
Rules of Thumb for Determining Sample Sizes. Tutorials in Quantitative 
Methods for Psychology, 3(2), 43-50.
Carrigan, M., and Attalla, A. (2001). The myth of the ethical consumer -  do ethics 
matter in purchase behaviour? Journal o f  Consumer Marketing, 18(7), 560­
578.
241
Carroll, A. B. (1979). A three-dimensional conceptual model of corporate 
performance. Academy o f  management review, 4(4), 497-505.
Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the 
moral management of organizational stakeholders. Business horizons(34), 39­
48.
Carroll, A. B. (1999). Corporate social responsibility evolution of a definitional 
construct. Business & society, 38(3), 268-295
Carroll, A. B., and Shabana, K. M. (2010). The business case for corporate social 
responsibility: a review of concepts, research and practice. International 
Journal o f  Management Reviews, 12(1), 85-105.
Caruana, A. (2002). Service Loyalty: The Effects of Service Quality and the Mediating 
Role of Customer Satisfaction. European Journal o f Marketing, 36(7/8), 811­
828.
Carvalho, S. W., Sen, S., de Oliveira Mota, M., and de Lima, R. C. (2010). Consumer 
reactions to CSR: A Brazilian perspective. Journal o f  Business Ethics, 91(2), 
291-310
Casado-Diaz, A. B., Nicolau-Gonzalbez, J. L., Ruiz-Moreno, F., and Sellers-Rubio, R. 
(2014). The differentiated effects of CSR actions in the service industry. 
Journal o f  Services Marketing, 28(7), 558 - 565.
Castaldo, S., and Perrini, F. (2004). Corporate social responsibility, trust management 
and value creation. Paper presented at the 20th EGOS Colloquium, The 
Organization as a Set of Dynamic Relationships, Ljiubljana University, 
Ljiubljana, Slovenia, 1-30.
Castaldo, S., Perrini, F., Misani, N., and Tencati, A. (2009). The Missing Link 
Between Corporate Social Responsibility and Consumer Trust: The Case of 
Fair Trade Products. Journal o f  Business Ethics, 84(1), 1-15.
Chae, M., Kim, J., Kim, H., and Ryu, H. (2002). Information quality for mobile 
internet services: A theoretical model with empirical validation. Electronic 
Markets, 12(1), 38-46.
Chaubey, D. S., Kala, D., and Gupta, D. (2012). Consumers’ attitudes towards 
consumerism, marketing practices and government regulations: A study of 
consumers of pharmaceutical products. International Journal o f  Research in 
IT  & Management (IJRIM), 2(6), 1-19.
242
Chaudary, S., Zahid, Z., Shahid, S., Khan, S. N., and Azar, S. (2016). Customer 
perception of CSR initiatives: its antecedents and consequences. Social 
Responsibility Journal, 12(2), 263 - 279.
Chernev, A., and Blair, S. (2015). Doing Well by Doing Good: The Benevolent Halo 
of Corporate Social Responsibility. JOURNAL OF CONSUMER RESEARCH, 
41.
Chin, W. W. (1998). The partial least squares approach to structural equation 
modeling. In G. A. Marcoulides (Ed.), Modern Methods forBusiness Research 
(pp. 295-358). Mahwah, NJ: Lawrence Erlbaum Associates.
Chin, W. W., Marcolin, B. L., and Newsted, P. N. (2003). A partial least squares latent 
variable modeling approach for measuring interaction effects: results from a 
Monte Carlo simulation study and an electronic-mail emotion/adoption study. 
Information Systems Research, 14(2), 189-217.
Chiou, J.-S., and Droge, C. (2006). Service Quality, Trust, Specific Asset Investment, 
and Expertise: Direct and Indirect Effects in a Satisfaction-Loyalty 
Framework. Journal o f  the Academy o f Marketing Science, 34(4), 613-627.
Chiou, J. S. (1998). The effects of attitude, subjective norm and perceived control on 
consumers’ purchase intentions: the moderating effects of product knowledge 
and attention to social comparison information. Proceedings o f National 
Science Council Republic o f China, 9(2), 298-308.
Cho, S., and Kim, Y.-C. (2012). Corporate social responsibility (CSR) as a halo effect 
in issue management: public response to negative news about pro-social local 
private companies. Asian Journal o f  Communication, 22(4), 372-385.
Chomvilailuk, R., and Butcher, K. (2014). Effects of quality and corporate social 
responsibility on loyalty. The Service Industries Journal, 34(11), 938-954.
Christopher, E., and Luke, M. (2013). The pivotal role of corporate social 
responsibility perception on consumer behavior. Journal o f Business and 
Management Research, 02, 47-55.
Churchill, G. A., and Iacobucci, D. (2004). Marketing research: Methodological 
foundations (9th ed.). South-Western Ohio: Thomson Learning.
Civero, G., Rusciano, V., and Scarpato, D. (2017). Consumer behaviour and corporate 
social responsibility: an empirical study of Expo 2015. British Food Journal, 
119(8), 1826-1838.
243
Clarkson, M. E. (1995). A stakeholder framework for analyzing and evaluating 
corporate social performance. Academy o f  management Review, 20(1), 92-117.
Claydon, J. (2011). A new direction for CSR: the shortcomings of previous CSR 
models and the rationale for a new model. Social Responsibility Journal, 7(3), 
405-420.
Cohen, J., and Cohen, P. (1983). Applied Multiple Regression/Correlation Analysis 
for the Behavioral Sciences Hillsdale, NJ: Lawrence Erlbaum Associates
Cohen, J. W. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). 
Hillsdale, NJ: Lawrence Erlbaum Associates.
Comrey, A. L., and Lee, H. B. (1992). A first course in factor analysis (2nd ed.). 
Hillsdale, NJ: Erlbaum.
Consumers International. (2013). The State o f  Consumer Protection Around the 
World: [WWWdocument]
org/media/1137336/update_withlink_the%20state%20of%20consumer 
%20protection%20around%20the%20world.pdfo. Document Number)
Cooper, D. R., and Schindler, P. S. (2014). Business Research Methods (12th ed.). 
USA: McGraw Hill.
Cowley, E., and Mitchell, A. A. (2003). The Moderating Effect of Product Knowledge 
on the Learning and Organization of Product Information Journal o f  Consumer 
Research, 30(December), 443-454.
Creswell, J. W. (2009). Research Design: Qualitative, Quantitative, and Mixed 
Methods Approaches (3rd ed.). Los Angeles: Sage Publications, Inc.
Creswell, J. W. (2012). Educational research: Planning, conducting, and evaluating 
quantitative and qualitative research (4th ed.). Boston, MA: Pearson 
Education Inc.
Creswell, J. W., and Plano Clark, V. L. (2011). Designing and conducting mixed 
methods research (2nd ed.). London: SAGE Publication.
Creyer, E. H., and Ross, W. T. (1997). The influence of firm behavior on purchase 
intention: do consumers really care about business ethics? Journal o f  
Consumer Marketing, 14(6), 421-432.
Crocker, J., Fiske, S. T., and Taylor, S. E. (1984). Schematic bases of belief change. 
In J. R. Eiser (Ed.), Attitudinal Judgement (pp. 197-226). New York: Springer.
244
Cronin, J. J., and Taylor, S. A. (1992). Measuring service quality: A reexamination 
and extension. Journal o f  Marketing, 56(3), 55-69.
Cronin, J. J. J., Brady, M. K., and Hult, G. T. M. (2000). Assessing the Effects of 
Quality, Value, and Customer Satisfaction on Consumer Behavioral Intentions 
in Service Environments. Journal o f  Retailing, 76(2), 193-218.
Crotty, M. (1998). The foundations o f  social research: Meaning and perspective in the 
research process. London: Sage.
Cunningham, W. H., and Cunningham, I. C. (1976). Consumer protection: More 
information or more regulation? Journal o f  Marketing, 40, 63-68.
Curras-Perez, R., Bigne, E., and Alvarado, A. (2009). The role of self-definitional 
principles in consumer identification with a socially responsible company”. 
Journal o f  Business Ethics, 89, 547-564.
Dahlsrud, A. (2008). How corporate social responsibility is defined: an analysis of 37 
definitions. Corporate social responsibility and environmental management, 
15(1), 1.
Danciu, V. (2015). The controversy of corporate social responsibility: What is best for 
business. Romanian Economic Journal, 18(58, December), 3-26.
Daub, C.-H., and Ergenzinger, R. (2005). Enabling sustainable management through 
a new multi-disciplinary concept of customer satisfaction. European Journal 
o f Marketing, 39 (9/10), 998-1012.
Davis, K. (1960). Can business afford to ignore social responsibilities? California 
Management Review (pre-1986), 2 (000003), 70
Davis, K. (1973). The case for and against business assumption of social 
responsibilities. Academy o f  Management journal, 16(2), 312-322.
Davis, K., and Blomstrom, R. L. (1975). Business and society: environment and 
responsibility. New York: McGraw-Hill.
Dawes, J. G. (2008). Do data characteristics change according to the number of scale 
points used? An experiment using 5 point, 7 point and 10 point scales 
International journal o f  market research, 51 (1).
Day, R. L., and Landon, E. L. J. (1977). Towards a theory of consumercomplaining 
behaviour. In A. G. Woodside, I. N. Sheth and P. D. Bennet (Eds.), Consumer 
and Industrial Buying Behaviour (pp. 229-242). NY, USA: North-Holland.
245
de Carvalho, J., and Chima, F. O. (2014). Applications of Structural Equation 
Modeling in Social Sciences Research. American International Journal o f  
Contemporary Research, 4(1), 6 - 11.
Deng, Z., Lu, Y., Wei, K. K., and Zhang, J. (2010). Understanding customer 
satisfaction and loyalty: An empirical study of mobile instant messages in 
China. International Journal o f  Information Management, 30, 289-300.
Dickinson, V. H., and Shaver, J. P. (1982). A test of consumer awareness for adults. 
Journal o f  consumer affairs, 16(2), 241-260
Dodd, T. H., Laverie, D. A., Wilcox, J. F., and Duhan, D. F. (2005). Differential effects 
of experience, subjective knowledge, and objective knowledge on sources of 
information used in consumer wine purchasing. Journal o f  Hospitality & 
Tourism Research, 29(1, February), 3-19.
Dommeyer, C. J., and Gross, B. L. (2003). What Consumers Know and What They 
Do: An Investigation of Consumer Knowledge, Awareness, and Use of Privacy 
Protection Strategies. Journal o f Interactive Marketing, 17(2), 34 - 51.
Donoghue, S., and De Klerk, H. M. (2006). Dissatisfied consumers’ complaint 
behaviour concerning product failure of major electrical household 
appliances-a conceptual framework. Journal o f  Family Ecology and Consumer 
Sciences/Tydskrif vir Gesinsekologie en Verbruikerswetenskappe, 34(1), 41­
55.
Donoghue, S., and de Klerk, H. M. (2009). The right to be heard and to be understood: 
a conceptual framework for consumer protection in emerging economies. 
International Journal o f  Consumer Studies, 33(4), 456-467.
Donoghue, S., van Oordt, C., and Strydom, N. (2016). Consumers’ subjective and 
objective consumerism knowledge and subsequent complaint behaviour 
concerning consumer electronics: a South African perspective. International 
Journal o f  Consumer Studies, 40, 385 -399.
Donovan, R. J., and Rossiter, J. R. (1982). Store atmosphere: an environmental 
psychology approach. Journal o f Retailing, 58(1), 34-57.
Drucker, P. F. (1980). Managing in Turbulent Times. New York, NY: Harper & Row.
Du, S., Bhattacharya, C. B., and Sen, S. (2007). Reaping relational rewards from 
corporate social responsibility: The role of competitive positioning. 
International Journal o f  Research in Marketing, 24(3), 224-241.
246
Duncan, E., and Elliot, G. (2002). Customer service quality and financial performance 
among Australian retail financial institutions. Journal o f  Financial Services 
Marketing, 7(1), 25-41.
Dusuki, A. W. (2008). What does Islam say about corporate social responsibility? 
Review o f Islamic Economics, 12(1), 5-28.
Dzansi, D. Y., and Pretorius, M. (2009). The development and structural confirmation 
of an instrument for measuring the social responsibility of small and micro 
businesses in the African context. Journal o f  Social Responsibility, 5(4), 450­
463.
Edvardsson, B., Johnson, M. D., Gustafsson, A., and Strandvik, T. (2000). The effects 
of satisfaction and loyalty on profits and growth: Products versus services. 
Total Quality Management, 11, S917-S927.
Edwards, T., Tregaskis, O., Edwards, P., Ferner, A., Marginson, A., Arrowsmith, J., 
et al. (2007). Charting the Contours of Multinationals in Britain: 
Methodological challenges arising in survey-based research (Vol. 86). 
Warwick, Coventry: Industrial Relations Research Unit, University of 
Warwick.
Ejumudo, K., Edo, Z., Avweromre, L., and Sagay, J. (2012). Environmental issues and 
corporate social responsibility (CSR) in Nigeria Niger Delta region: The need 
for a pragmatic approach. Journal o f  Social Science and Public Policy, 4, 1-21
Ellen, P. S., Mohr, L. A., and Webb, D. J. (2000). Charitable Programs and the 
Retailer: Do They Mix? Journal o f  Retailing, 76(3), 393-406.
Ellis, D. (2015). Consumer knowledge and its implications fo r aspects o f consumer 
purchasing behaviour in the case o f  information-intensive products. KTH 
Royal Institute of Technology, Stockholm, Sweden.
Engel, J. F., Blackwell, R. D., and Miniard, P. W. (1993). Consumer Behavior (7th 
ed.). Chicago: The Dryden Press.
Engizek, N., and Yasin, B. (2017). How CSR and overall service quality lead to 
affective commitment: mediating role of company reputation. Social 
Responsibility Journal, 13(111 - 125).
Erasmus, A. C., Boshoff, E., and Rousseau, G. G. (2002). The potential of using script 
theory in consumer behaviour research. Journal o f  Family Ecology and 
Consumer Sciences, 30, 1 - 9.
247
Eroglu, S. A., Machleit, K. A., and Davis, L. M. (2001). Atmospheric qualities of 
online retailing: A conceptual model and implications. Journal o f  Business 
Research, 54(2), 177-184.
Eshghi, A., Haughton, D., and Topi, H. (2007). Determinants of customer loyalty in 
the wireless telecommunications industry. Telecommunications Policy, 31, 93­
106.
Essoussi, L. H., and Linton, J. D. (2010). New or Recycled Products: How Much Are 
Consumers Willing to Pay? Journal o f  Consumer Marketing, 27(July), 458­
468.
European Union. (2004). Corporate social responsibility: (Entreprise, D- G. f., Trans.) 
Euroabstract. European Commission
Eweje, G. (2006). The Role of MNEs in Community Development Initiatives in 
Developing Countries: Corporate Social Responsibility at Work in Nigeria and 
South Africa. Journal o f  Business & Society, 45(2), 93-129.
Eweje, G. (2007). Multinational oil companies' CSR initiatives in Nigeria: The 
Skepticism of Stakeholders in Host Communities. Journal o f  Managerial Law, 
49(5/6), 218-235.
Fadun, S. O. (2014). Corporate Social Responsibility (CSR) Practices and 
Stakeholders Expectations: The Nigerian Perspectives. Research in Business 
and Management, 1(2), 13-31.
Fagerstram, A., Stratton, J. P., and Foxall, G. R. (2015). The Impact of Corporate 
Social Responsibility Activities on the Consumer Purchasing Situation. 
Journal o f  Organizational Behavior Management, 35(3-4), 184-205.
Famiyeh, S. (2017). Corporate social responsibility and firm’s performance: empirical 
evidence. Social Responsibility Journal, 13(2), 390-406.
Fassott, G., Henseler, J., and Coelho, P. S. (2016). Testing moderating effects in PLS 
path models with composite variables. Industrial Management & Data 
Systemsx, 116(9), 1887-1900.
Fatma, M., and Rahman, Z. (2015). Consumer perspective on CSR literature review 
and future research agenda. Management Research Review, 38(2), 195-216.
Fatma, M., and Rahman, Z. (2016). The CSR's influence on customer responses in 
Indian banking sector. Journal o f  Retailing and Consumer Services, 29, 49-57.
248
Fatma, M., Rahman, Z., and Khan, I. (2014). Multi-item stakeholder based scale to 
measure CSR in the banking industry. International Strategic Management 
Review, 2, 9-20.
Feick, L., Park, C. W., and Mothersbaugh, D. L. (1992). Knowledge and knowledge 
of knowledge -  What we know, what we think we know, and why the 
difference makes a difference. Advances in Consumer Research, 19, 190-192.
Felipe, C. M., Roldan, J. L., and Leal-Rodriguez, A. L. (2016). An explanatory and 
predictive model for organizational agility. Journal o f  Business Research, 69, 
4624-4631.
Ferreira, D. A., Avila, M. G. a., and Dias de Faria, M. (2010). Corporate social 
responsibility and consumers’ perception of price. Social Responsibility 
Journal, 6(2), 208-221.
Field, A. (2009). Discovering statistics using SPSS (introducing statistical methods 
series) (2nd ed.). London: Sage Publications.
Fiske, S. T., and Linville, P. W. (1980). What does the schema concept buy us? 
Personality and Social Psychology Bulletin, 6, 543-557.
Fiske, S. T., and Taylor, S. E. (2008). Social cognition: From brains to culture (2nd 
ed.). New York, NY: McGraw-Hill.
Fiske, S. T., and Taylor, S. E. (2010). From Brains to Culture (International ed.). 
Boston: McGraw Hill.
Fisman, R., Heal, G., and Nair, V. (2008). A model of corporate philanthropy. 
Unpublished Working paper. Columbia University.
Flynn, L. R., and Goldsmith, R. E. (1999). A Short, Reliable Measure of Subjective 
Knowledge. Journal o f  Business Research, 46, 57-66.
Folkes, V., and Kamins, M. (1999). Effects of Information About Firms’ Ethical and 
Unethical Actions on Consumers’ Attitudes. Journal o f  Consumer Psychology, 
8(3), 243-259.
Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish 
Experience. Journal o f  Marketing, 56(1), 6-21.
Fornell, C., and Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. Journal o f  Marketing 
Research, 18, 39 - 50.
249
Fornell, C., Mithas, S., Morgeson III, F. V., and Krishnan, M. S. (2006). Customer 
Satisfaction and Stock Prices: High Returns, Low Risk. Journal o f Marketing, 
70(January), 3-14.
Freeman, R. E. (1984). Strategic Management: A stakeholder approach. Boston: 
Pitman.
Freeman, R. E. (2010). Strategic management: A stakeholder approach. New York: 
Cambridge University Press.
Frynas, J. G. (2001). Corporate and state responses to anti-oil protests in the Niger 
Delta. African Affairs, 100, 27-54.
Galbreath, J., and Shum, P. (2012). Do customer satisfaction and reputation mediate 
the CSR-FP link? Evidence from Australia. Australian Journal o f  
Management, 37(2), 211-229.
Garcia de los Salmones, M. M., Crespo, A. H., and Rodriguez del Bosque, I. (2005). 
Influence of Corporate Social Responsibility on Loyalty and Valuation of 
Services. Journal o f  Business Ethics, 61(4), 369-385.
Garcia de los Salmones, M. M., and Rodriguez del Bosque, I. (2011). Corporate social 
responsability and loyalty in services sector. EsicMarket, 138, 199-221.
Garriga, E., and Mele, D. (2004). Corporate social responsibility theories: Mapping 
the territory. Journal o f Business Ethics 53, 51-71.
Garson, D. G. (2016). Partial Least Squares: Regression & Structural Equations 
Models. Retrieved 3 January, 2017,
Gayle, V. (2000). Descriptive statistics. In D. Burton (Ed.), Research Training for  
Social Scientists (pp. 363-384). London: SAGE Publications Ltd.
Gerpott, T. J., Rams, W., and Schindler, A. (2001). Customer retention, loyalty, and 
satisfaction in the German mobile cellular telecommunications market. 
Telecommunications Policy, 25, 249-269.
Ghobadian, A., Money, K., and Hillenbrand, C. (2015). Corporate Responsibility 
Research: Past--Present--Future. Group & Organization Management, 40(3), 
271-294.
Gill, J., and Johnson, P. (1991). Research Methods fo r Managers. London: Paul 
Chapman Publishing.
250
Goi, M. T., Kalidas, V., and Zeeshan, M. (2014). Comparison of Stimulus-Organism- 
Response Framework between International and Local Retailer. Procedia - 
Social and Behavioral Sciences, 130, 461 -  468
Gok, G., Ozen, U., and Yoruk, E. (2013). Knowledge and Attidutes of University 
Students on Consumer Rights. Procedia - Social and Behavioral Sciences, 106, 
1656-1668.
Gold, A. H., Malhotra, A., and Segars, A. H. (2001). Knowledge management: an 
organizational capabilities perspective. Journal o f  Management Information 
Systems, 18(1), 185-214.
Gotlieb, J. B., Grewal, D., and Brown, S. W. (1994). Consumer satisfaction and 
perceived quality: Complementary or divergent constructs? Journal o f  Applied 
Psychology, 79(6), 875-885.
Green, S. B. (1991). How many subjects does it take to do a regression analysis? 
Multivariate Behavioral Research, 26, 499-510.
Gronroos, C. (1982). Strategic Management and Marketing in the Service Sector. 
Helsingfors: Swedish School of Economics and Business Administration.
Gronroos, C. (1984). A Service Quality Model and Its Marketing Implications. 
European Journal o f  Marketing, 18(4), 36-44.
Gronroos, C. (1988). Service Quality: The Six Criteria Of Good Perceived Service. 
Review o f Business, 9(3), 10-13.
Gronroos, C. (1990). Service Management and Marketing: Managing the Moments in 
Truth in Service Competition. Lexington, MA: Lexington Books.
Guba, E. G., and Lincoln, Y. S. (1994). Competing paradigms in qualitative research. 
In Denzin and Lincoln (Eds.), Handbook o f  Qualitative Research (pp. 105­
117). Thousand Oaks, California: Sage Publications, Inc.
Gupta, S. (2002). Strategic dimensions o f  corporate image: Corporate ability and 
corporate social responsibility as sources o f competitive advantage via 
differentiation. Temple University.
Gurhan-Canli, Z., and Batra, R. (2004). When Corporate Image Affects Product 
Evaluations: The Moderating Role of Perceived Risk. Journal o f  Marketing 
Research, 41(2), 197-205.
251
Gurlek, M., Duzgun, E., and Uygur, S. M. (2017). How does corporate social 
responsibility create customer loyalty? The role of corporate image. Social 
Responsibility Journal, 13(3), 409-427.
Gutman, J. (1997). Means-End Chains as Goal Hierarchies. Psychology & Marketing, 
14(6), 545-560.
Hair, J. F., Anderson, R. E., Tatham, R. L., and Black, W. C. (1998). Multivariate Data 
Analysis. Upper Saddle River, NJ: Prentice Hall.
Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2010). Multivariate data 
analysis (7th ed.). New Jersey: Pearson Prentice Hall.
Hair, J. F., Hult, G. T. M., Ringle, C. M., and Sarstedt, M. (2014). A Primer on Partial 
Least Squares Structural Equation Modeling (PLS-SEM). Thousand Oaks, CA: 
Sage.
Hair, J. F., Ringle, C. M., and Sarstedt, M. (2013). PLS-SEM: Rigorous application, 
better results and higher acceptance Long Range Planning, 46, 1-12.
Hair, J. F. J., Black, W. C., Babin, B. J., Anderson, R. E., and Tatham, R. L. (2006). 
Multivariate Data Analysis (6th ed.). Upper Saddle River, New Jersey 07458: 
Pearson Prentice Hall, Pearson Education, Inc.
Hakim, I. A. (2015). Consumer Rights Awareness and Attitude towards Consumerism 
in Kashmir. University of Kashmir.
Handelman, J. M., and Arnold, S. J. (1999). The Role oj Marketing Actions With a 
Social Dimension: Appeals to the Institutional Environment. Journal o f  
Marketing, 63, 33-48.
Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical Mediation Analysis in the 
New Millennium. Communication Monographs, 76(4), 408-420.
Hayes, A. F. (2013). Introduction to Mediation, Moderation, and Conditional Process 
Analysis: A Regression-Based Approach. New York, NY: The Guilford Press.
Hayes, A. F., Montoya, A. K., and Rockwood, N. J. (2017). The analysis of 
machanisms and their contingencies: PROCESS versus structural equation 
medeling Australasian Marketing Journal, 25, 76-81.
He, H., and Li, Y. (2011). CSR and Service Brand: The Mediating Effect of Brand 
Identification and Moderating Effect of Service Quality. Journal o f  Business 
Ethics, 100(4), 673-688.
Heider, F. (1958). The Psychology o f Interpersonal Relations. New York: Wiley.
252
Helg, A. (2007). Corporate social responsibility from a Nigerian perspective. rapport 
nr.: Organisation.
Hellier, P. K., Geursen, G. M., Carr, R. A., and Rickard, J. A. (2003). Customer 
repurchase intention: a general structural equation model. European journal o f  
marketing, 37(11), 1762-1800.
Henry, P. C. (2010). How Mainstream Consumers Think about Consumer Rights and 
Responsibilities. Journal o f Consumer Research, 37(4), 670-687.
Henseler, J., and Fassott, G. (2010). Testing moderating effects in PLS path models: 
an illustration of available procedures. In V. Esposito Vinzi, W. W. Chin, J. 
Henseler and H. Wang (Eds.), Handbook o f Partial Least Squares (pp. 713 - 
735). Berlin: Springer
Henseler, J., Ringle, C., and Sinkovics, R. (2009). The use of partial least squares path 
modeling in international marketing. Advances in International Marketing, 20, 
277 - 320.
Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing 
discriminant validity in variance-based structural equation modeling. Journal 
o f the Academy o f Marketing Science, 43(1), 115-135.
Hieu, P. D. (2011). Corporate social responsibility: A study on awareness of managers 
and consumers in Vietnam. Journal o f  Accounting and Taxation, 3(8), 158­
161.
Hildebrand, D., Sen, S., and Bhattacharya, C. B. (2011). Corporate social 
responsibility: a corporate marketing perspective. European Journal o f  
Marketing, 45(9/10), 1353-1364.
Hirschman, E. C. (1983). Consumer Intelligence, Creativity, and Consciousness: 
Implications for ConsumerProtection and Education. Journal o f Public Policy 
& Marketing, 2, 153-170.
Hohnen, P. (2007). Corporate Social Responsibility. An Implementation Guide for 
Business. In Jason Potts (Ed.). Winnipeg, Canada: International Institute for 
Sustainable Development.
House, L., Lusk, J., Jaeger, S., Traill, W. B., Moore, M., Valli, C., et al. (2004). 
Objective and Subjective Knowledge: Impacts on Consumer Demand for 
Genetically Modified Foods in the United States and the European Union. 
AgBioForum, 7, 113-123.
253
Hoyer, W. D., and MacInnis, D. J. (2000). Consumer Behavior (2nd ed.). Boston, MA: 
Houghton Mifflin.
Huang, C.-C., Yen, S.-W., Liu, C.-Y., and Huang, P.-C. (2014). The Relationship 
among Corporate Social Responsibility, Service Quality, Corporate Image and 
Purchase Intention. The International Journal o f  Organizational Innovation,
6(3), 68-84
Hur, W.-M., Kim, H., and Woo, J. (2014). How CSR Leads to Corporate Brand Equity: 
Mediating Mechanisms of Corporate Brand Credibility and Reputation. 
Journal o f  Business Ethics, 125, 75-86.
Hurley, A. E., Scandura, T. A., Schriesheim, C. A., Brannick, M. T., Seers, A., 
Vandenberg, R. J., et al. (1997). Exploratory and confirmatory factor analysis: 
guidelines, issues, and alternatives. Journal o f  Organizational Behavior, 18, 
667-683.
Hurley, R. F., and Estelami, H. (1988). Alternative indexes for monitoring customer 
perceptions of service quality: A comparative evaluation in a retail context. 
Journal o f  the Academy o f Marketing Science, 26(3), 209-221.
Hussain, A. (2013). Customers’ Perception of CSR, and their Response to Socially 
Responsible Businesses: Evidence from Pakistan. Management and
Administrative Sciences Review, 2(3), 268-280.
Hussey, J., and Hussey, R. (1997). Business research: a practical guide for  
undergraduate and postgraduate students. Basingstoke, Hampshire: 
Macmillan Press LTD.
Hutton, J. G., Goodman, M. B., Alexander, J. B., and Genest, C. M. (2001). Reputation 
management: the new face of corporate public relations? Public Relations 
Review, 27(3), 247-261.
Hwang, J. (2010). Rewarding Corporate Social Responsibility (CSR) Through CSR 
Communication: Exploring Spillover Effects in Retailer Private Brands and 
Loyalty Programs. Ohio State University, Ohio.
Ibarra, V. C., and Revilla, C. D. (2014). Consumers’ awareness on their eight basic 
rights: A comparative study of Filipinos in the Philippines and Guam. 
International Journal o f  Management and Marketing Research, 7(2), 65-78.
Ihugba, B. U. (2012). Compulsory Regulation of CSR: A Case Study of Nigeria. 
Journal o f  Politics and Law, 5(2).
254
Ikejiaku, B. V. (2012). Consideration of ethical and legal aspects of corporate social 
responsibility: The issue of multi-national corporations and sustainable 
development. Nordic journal o f  commercial law, 1, 1-32.
Ishak, S. M., and Zabil, N. F. (2012). Impact of Consumer Awareness and Knowledge 
to Consumer Effective Behavior. Asian Social Science, 8(13).
Ite, U. (2004). Multinationals and corporate social responsibility in developing 
countries: a case study of Nigeria. Corporate Social-Responsibility and 
Environmental Management, 11(1), 1-11
Iwok, A., and Kooffreh, B. (2014). An Appraisal of the Legal Regime Available for 
the Protection of Consumers of Telecom Services in Nigeria. Journal o f  Law, 
Policy and Globalization, 29, 1-8.
Jain, S. K., and Gupta, G. (2004). Measuring Service Quality: SERVQUAL vs. 
SERVPERF Scales. VIKALPA, 29(2), 25-37.
Jalilvand, M. R., Vosta, L. N., Mahyari, H. K., and Pool, J. K. (2017). Social 
responsibility influence on customer trust in hotels: mediating effects of 
reputation and word-of-mouth. Tourism Review, 72(1), 1-14.
Jamali, D. (2008). A stakeholder approach to corporate social responsibility: A fresh 
perspective into theory and practice. Journal o f  business ethics, 82(1), 213­
231.
Jamali, D. (2014). CSR in Developing Countries through an Institutional Lens. 8, 21­
44.
Jamali, D., and Mirshak, R. (2007). Corporate Social Responsibility (CSR): Theory 
and Practice in a Developing Country Context. Journal o f Business Ethics, 
72(3), 243-262.
Jankingthong, W., and Gonejanart, P. (2012). The relationships of factors affecting 
post-purchase behavioral intentions in tourism sector. Silpakorn University 
Journal o f  Social Sciences, Humanities, and Arts, 12(1), 72-90.
Jin, H. J., and Han, D. H. (2014). Interaction between message framing and consumers’ 
prior subjective knowledge regarding food safety issues. Food Policy, 44, 95­
102.
Jobber, D., and Bendelow, R. (1979). Consumerism: The Public's Awareness of their 
Rights. European Journal o f  Marketing, 13(3), 113-125.
255
Johnson, M. D., and Fornell, C. (1991). A framework for comparing customer 
satisfaction across individuals and product categories. Journal o f  Economic 
Psychology, 12(2), 267-286.
Jones, M. A., and Suh, J. (2000). Transaction-Specific Satisfaction and Overall 
Satisfaction: An Empirical Analysis. Journal o f  Services Marketing, 14(2), 
147-159.
Jones, T. O., and Sasser, W. E. (1995). Why satisfied customers defect. Harvard 
Business Review, 73(6), 88-99.
Kachare, R., Akhade, S., and Rohi, K. (2012). Awareness about consumer protection 
act among junior doctors. Journal o f Forensic Medicine, Science and Law, 
21(2), 2-8.
Kahneman, D., and Knetsch, J. L. (1992). Valuing Public Goods: The Purchase of 
Moral Satisfaction. Journal o f  Environmental Economics and Management, 
22(January), 57-70.
Kaiser, H. F. (1958). The varimax criterion for analytic rotation in factor analysis. 
Psychometrika, 23(2), 187-200.
Kang, G.-D. (2006). The hierarchical structure of service quality: intergration of 
technical and functional quality. Managing Service Quality: An International 
Journal, 16(1), 37-50.
Kang, G.-D., and James, J. (2004). Service quality dimensions: an examination of 
Gronroos’s service quality model. Managing Service Quality: An International 
Journal, 14(4), 266-277.
Kaplan, S. (1991). Beyond rationality: Clarity-based decision making. In T. G. G. 
Evans (Ed.), Environment, Cognition and Action (pp. 171-190)). New York: 
Oxford University Press.
Karanja, E., Zaveri, J., and Ahmed, A. (2013). How do MIS researchers handle missing 
data in survey-based research: A content analysis approach. International 
Journal o f  Information Management, 33, 734- 751.
Karaosman, H., Morales-Alonso, G., and Grijalvo, M. (2015). Consumers’ responses 
to CSR in a cross-cultural setting. Cogent Business and Management, 2, 1-18.
Karpinska-Krakowiak, M. (2013). The Impact of Consumer Knowledge on Brand 
Image Transfer in Cultural Event Sponsorship. Polish Sociological Review, 
2(182), 185-208.
256
Kaynak, E., and Wikstrom, S. (1985). Methodological Framework for a Cross­
National Comparison of Consumerism Issues in Multiple Environments. 
European Journal o f  Marketing, 19(1), 31-46.
Keller, K. L., and Aaker, D. A. (1998). Corporate-Level Marketing: The Impact of 
Credibility on a Company’s Brand Extensions. Corporate Reputation Review, 
1(August), 356-378.
Kemmitt, H., Jolley, R., Pairman, J., and Duduyemi, O. (2009). Baker & McKenzie’s 
annual review of developments in EU law relating to IP, IT & 
telecommunications. computer law & security review, 25, 97 -  100.
Kenny, D. A., and Judd, C. M. (1984). Estimating the nonlinear and interactive effects 
of latent variables. Psychological Bulletin, 96(1), 201-210.
Khan, Z., Ferguson, D., and Perez, A. (2015). Customer responses to CSR in the 
Pakistani banking industry. International Journal o f  Bank Marketing, 33(4), 
471-493.
Kim, H.-S., and Yoon, C.-H. (2004). Determinants of subscriber churn and customer 
loyalty in the Korean mobile telephony market. Telecommunications Policy 
28, 751-765.
Kim, J., Fiore, A. M., and Lee, H.-H. (2007). Influences of online store perception, 
shopping enjoyment, and shopping involvement on consumer patronage 
behavior towards an online retailer. Journal o f  Retailing and Consumer 
Services, 14, 95-107.
Kim, J. S., Song, H. J., Lee, C. K., and Lee, J. Y. (2017). The impact of four CSR 
dimensions on a gaming company’s image and customers’ revisit intentions. 
International Journal o f  Hospitality Management, 61, 73-81.
Kim, M.-K., Park, M.-C., and Jeong, D.-H. (2004). The effects of customer satisfaction 
and switching barrier on customer loyalty in Korean mobile 
telecommunication services. Telecommunications Policy, 28, 145-159.
Kim, S.-B., and Kim, D.-Y. (2016). The impacts of corporate social responsibility, 
service quality, and transparency on relationship quality and customer loyalty 
in the hotel industry [Electronic Version]. Asian Journal o f  Sustainability and 
Social Responsibility, 1-17,
257
Klein, J., and Dawar, N. (2004). Corporate social responsibility and consumers' 
attributions and brand evaluations in a product-harm crisis. International 
Journal o f  Research in Marketing, 21(3), 203-217.
Klein, J., Smith, N. C., and John, A. (2004). Why we boycott: Consumer motivations 
for boycott participation. Journal o f  Marketing, 68((July)), 92 - 109.
Klein, R. B. (2013). Exploratory and confirmatory factor analysis. In Y. P. C. 
Schatsschneider (Ed.), Applied quantitative analysis in the social sciences (pp. 
171-207). New York: Routledge.
Kline, R. B. (2005). Principles and practice o f structural equation modeling (2nd ed.). 
New York: Guildwood.
Kline, R. B. (2011). Principles and practice o f  structural equation modelling (3rd ed.). 
New York: Guilford Press.
Kolkailah, S. K., Abou Aish, E., and El-Bassiouny, N. (2012). The impact of corporate 
social responsibility initiatives on consumers’ behavioural intentions in the 
Egyptian market. International Journal o f  Consumer Studies, 36, 369-384.
Kopp, S. W., and Kemp, E. (2007). Consumer Awareness of the Legal Obligations of 
Funeral Providers. The Journal o f Consumer Affairs, 41(2), 326-340.
Kotler, P. (1972). What consumerism means for marketers. Harvard Business Review, 
3, 48-57.
Kotler , P. (2003). Marketing Management (11th ed.). New Delhi: Pearson Education.
Kotler, P., and Armstrong, G. (2010). Principles o f Marketing (13th ed.). 
Pennsylvania, United States: Prentice Hall.
Kotler, P., and Lee, N. (2005). Corporate Social Responsibility: Doing the Most Good 
for Your Company and Your Cause. Hoboken, NJ: John Wiley & Sons.
Kuo, Y.-F., Wu, C.-M., and Deng, W.-J. (2009). The relationships among service 
quality, perceived value, customer satisfaction, and post-purchase intention in 
mobile value-added services. Computers in Human Behavior, 25(4), 887-896.
Kuye, O., Ogundele, O., and Alaneme, G. (2013). Strategic Roles of Business, 
Government and Society: The Nigerian Situation. International Journal o f  
Business and Social Science, 4(12), 233-243.
Kuzu, N., Ergin, A., and Zencir, M. (2006). Patients’ awareness of their rights in a 
developing country. Public Health, 120, 290-296.
258
Lai, C.-S., Chiu, C.-J., Yang, C.-F., and Pai, D.-C. (2010). The Effects of Corporate 
Social Responsibility on Brand Performance: The Mediating Effect of 
Industrial Brand Equity and Corporate Reputation. Journal o f  Business Ethics, 
95(3), 457-469.
Lai, F., Griffin, M., and Babin, B. J. (2009). How quality, value, image, and 
satisfaction create loyalty at a Chinese telecom. Journal o f  Business Research, 
62, 980-986.
Lam, S. Y., Shankar, V., Erramilli, M. K., and Murthy, B. (2004). Customer value, 
satisfaction, loyalty, and switching costs: An illustration from a business-to- 
business service context. Journal o f  the Academy o f Marketing Science, 32, 
293-311.
Lantos, G. P. (2001). The boundaries of strategic corporate social responsibility. 
Journal o f  Consumer Marketing, 18(7), 595-630.
Lee, C.-Y., Chang, W.-C., and Lee, H.-C. (2017). An investigation of the effects of 
corporate social responsibility on corporate reputation and customer loyalty- 
Evidence from the Taiwan Non-life insurance industry. Social Responsibility 
Journal, 13(2).
Lee, H., Lee, Y., and Yoo, D. (2000). The determinants of perceived service quality 
and its relationship with satisfaction. Journal o f  Services Marketing, 14(3), 
217-231.
Lee, J., Lee, J., and Feick, L. (2001). The impact of switching costs on the customer 
satisfaction-loyalty link: mobile phone service in France. JOURNAL OF 
SERVICES MARKETING, 15(1), 35-48.
Lee, J., and Lee, Y. (2015). The interactions of CSR, self-congruity and purchase 
intention among Chinese consumers. Australasian Marketing Journal, 23, 19­
26.
Lee, K.-H., and Shin, D. (2010). Consumers’ responses to CSR activities: The linkage 
between increased awareness and purchase intention. Public Relations Review, 
36(2), 193-195.
Lee, M. P. (2008). A review of the theories of corporate social responsibility: Its 
evolutionary path and the road ahead. International Journal o f  Management 
Reviews, 10(1), 53-73.
259
Lee, S. (2010). A study o f  customers’attitudinal and behavioral intentions toward 
lodging companies ’corporate social responsibility initiatives. Oklahoma State 
University.
Leedy, P., and Ormrod, J. E. (2013). Practical Research: Planning and Design. New 
Jersey: Pearson Merill Prentice hall.
Leigh, T. W., and Rethans, A. J. (1983). Experiences with script elicitation within 
consumer decision-making contexts. Paper presented at the Thirteenth Annual 
Conference, San Francisco, 667-672.
Levesque, T., and McDougall, G. H. G. (1996). Determinants of customer satisfaction 
in retail banking. International Journal o f  Bank Marketing, 14(7), 12 - 20.
Lewis, B. R. (1993). Service Quality Measurement. Marketing Intelligence & 
Planning, 11(4), 4-12.
Lichtenstein, D. R., Drumwright, M. E., and Braig, B. M. (2004). The effect of 
corporate social responsibility on customer donations to corporate-supported 
nonprofits. Journal o f  marketing, 68(4), 16-32.
Lii, Y.-S., and Lee, M. (2012). Doing Right Leads to Doing Well: When the Type of 
CSR and Reputation Interact to Affect Consumer Evaluations of the Firm. 
Journal o f  Business Ethics, 105(1), 69-81.
Lin, H. H., and Wang, Y. S. (2006). An examination of the determinants of customer 
loyalty in mobile commerce contexts. Information and Management, 43(3), 
271-282.
Lindgreen, A., Swaen, V., and Johnston, W. J. (2009). Corporate social responsibility: 
An empirical investigation of US organizations. Journal o f  Business Ethics, 
85(2), 303-323.
Liu, M. T., Wong, I. A., Shi, G., Chu, R., and Brock, J. L. (2014). The impact of 
corporate social responsibility (CSR) performance and perceived brand quality 
on customer-based brand preference. Journal o f  Services Marketing, 28(3), 
181-194.
Liu, Y., and Fei, X. (2010). Research on the Manageable Moderators Between CSR 
and Consumer Support. Paper presented at the Summit International Marketing 
Science and Management Technology Conference, Sydney Australia, 567-573.
Lohr, S. (2010). Sampling and Design Analysis (2nd ed.). USA: Brooks/Cole.
260
Loussai'ef, L., Cacho-Elizondo, S., Pettersen, I. B., and Tobiassen, A. E. (2014). Do 
CSR actions in retailing really matter for young consumers? A study in France 
and Norway. Journal o f  Retailing and Consumer Services, 21(1), 9-17.
Luchs, M. G., Naylor, R. W., Irwin, J. R., and Raghunathan, R. (2010). The 
Sustainability Liability: Potential Negative Effects of Ethicality on Product 
Preference. Journal o f  Marketing, 74(September), 18-31.
Luo, X., and Bhattacharya, C. B. (2006). Corporate social responsibility, customer 
satisfaction, and market value. Journal o f  marketing, 70(4), 1-18
Lysonski, S., and Durvasula, S. (2013). Nigeria in transition: acculturation to global 
consumer culture. Journal o f  Consumer Marketing, 30(6), 493-508.
Maden, C., Arikan, E., Telci, E. E., and Kantur, D. (2012). Linking corporate social 
responsibility to corporate reputation: a study on understanding behavioral 
consequences. Procedia - Social and Behavioral Sciences, 58, 655 -  664
Mahmoud, M. A., and Hinson, R. E. (2012). Market orientation, innovation and 
corporate social responsibility practices in Ghana's telecommunication sector. 
Social Responsibility Journal, 8(3), 327-346.
Maignan, I. (2001). Consumers' perceptions of corporate social responsibilities: a cross 
cultural comparison. Journal o f  Business Ethics, 30(1), 57-72.
Maignan, I., and Ferrell, O. C. (2001). Corporate citizenship as a marketing instrument 
-Concepts, evidence, and research directions. European Journal o f  Marketing, 
35(3/4), 457-484.
Maignan, I., and Ferrell, O. C. (2003). Nature of corporate responsibilities: 
Perspectives from American, French, and German consumers. Journal o f  
Business Research, 56, 55-67.
Maignan, I., and Ferrell, O. C. (2004). Corporate social responsibility and marketing: 
an integrative framework. Journal o f  the Academy o f  Marketing Science, 32(1), 
3-19.
Maignan, I., Ferrell, O. C., and Ferrell, L. (2005). A stakeholder model for 
implementing social responsibility in marketing. European Journal o f  
Marketing, 39(9/10), 956-977.
Maignan, I., Ferrell, O. C., and Hult, G. T. M. (1999). Corporate citizenship: cultural 
antecedents and business benefits. Journal o f  the Academy o f  Marketing 
Science, 27, 455-469.
261
Maio, G. R., and Augoustinos, M. (2005). Attitudes, attributions and social cognition. 
In M. Hewstone, F. D. Fincham and J. Foster (Eds.), Psychology (pp. 360-382). 
Malden, MA: Blackwell.
Makanyeza, C. (2015). Consumer Awareness, Ethnocentrism and Loyalty: An 
Integrative Model. Journal o f  International Consumer Marketing, 27(2), 167­
183.
Mandhachitara, R., and Poolthong, Y. (2011). A model of customer loyalty and 
corporate social responsibility. Journal o f  Services Marketing, 25(2), 122-133.
Maon, F., Lindgreen, A., and Swaen, V. (2009). Designing and implementing 
corporate social responsibility: An integrative framework grounded in theory 
and practice. Journal o f Business Ethics, 87(1), 71-89.
Marin, L., and Ruiz, S. (2007). I need you too!’ corporate identity attractiveness for 
consumers and the role of social responsibility. Journal o f  Business Ethics, 71, 
245-260.
Marin, L., Ruiz, S., and Rubio, A. (2009). The Role of Identity Salience in the Effects 
of Corporate Social Responsibility on Consumer Behavior. Journal o f  Business 
Ethics, 84(1), 65-78.
Markovic, S., and Raspor, S. (2010). Measuring perceived service quality using 
SERVQUAL: A case study of the Croatian hotel industry. Management, 5(3), 
195-209.
Marquina Feldman, P., and Vasquez-Parraga, A. Z. (2013). Consumer social responses 
to CSR initiatives versus corporate abilities. Journal o f Consumer Marketing, 
30(2), 100-111.
Marshal, P. (1997). Research methods : how to design and conduct a successful 
project. Plymouth: How to Books.
Martinez, P., Perez, A., and Rodriguez del Bosque, I. (2014). CSR influence on hotel 
brand image and loyalty. Academia Revista Latinoamericana de 
Administracion, 27(2), 267-283.
Matten, D., and Moon, J. (2008). “Implicit” and “explicit” CSR: A conceptual 
framework for a comparative understanding of corporate social responsibility. 
Academy o f  Management Review, 33(2), 404-424.
Matute-Vallejo, J., Bravo, R., and Pina, J. M. (2011). The Infl uence of Corporate 
Social Responsibility and Price Fairness on Customer Behaviour: Evidence
262
from the Financial Sector. Corporate Social Responsibility and Environmental 
Management, 18, 317-331.
Mazlan, D., Redzuan, A. M., and Bakar, D. A. (2014). Consumer Education in 
Creating a Consumer Conscious Nation. Procedia - Social and Behavioral 
Sciences, 155, 448-453.
McAlexander, J. H., Kaldenburg, D. O., and Koenig, H. F. (1994). Service quality 
measurement. Journal o f  Health Care Marketing, 14(3), 34-40.
McDonald, L. M., and Hung Lai, C. (2011). Impact of corporate social responsibility 
initiatives on Taiwanese banking customers. International Journal o f  Bank 
Marketing, 29(1), 50-63.
McDonald, L. M., and Rundle-Thiele, S. (2008). Corporate social responsibility and 
bank customer satisfaction. International Journal o f  Bank Marketing, 26(3), 
170 - 182.
McDougall, G. H. G., and Levesque, T. (2000). Customer satisfaction with services: 
putting perceived value into the equation. Journal o f  Services Marketing, 
14(5), 392-410.
McGuire, J. W. (1963). Business and society. New York: NY: McGraw-Hill.
Mehrabian, A., and Russell, J. A. (1974). An Approach to Environmental Psychology. 
Cambridge, MA: MIT Press.
Miller, K. W., Wilder, L. B., Stillman, F. A., and Becker, D. M. (1997). The Feasibility 
of a Street-Intercept Survey Method in an African-American Conmunity. 
American Journal o f  Public Health 87(4), 655-658.
Milovanovic, G., Barac, N., and Andjelkovic, A. (2009). Corporate Social 
Responsibility in the Globalization Era. Economics and Organization, 6(2), 
89-104.
Mittal, V., and Kamakura, W. A. (2001). Satisfaction, Repurchase Intent, and 
Repurchase Behavior: Investigating the Moderating Effect of Customer 
Characteristics. Journal o f  marketing research, 38(1), 131-142.
Mohr, L. A., and Webb, D. J. (2005). The effects of corporate social responsibility and 
price on consumer responses. Journal o f  Consumer Affairs, 39(1), 121-147.
Mohr, L. A., Webb, D. J., and Harris, K. E. (2001). Do consumers expect companies 
to be socially responsible? The impact of corporate social responsibility on 
buying behavior. The journal o f  consumer affairs, 35(1), 45-72.
263
Mombeuil, C., and Fotiadis, A. K. (2017). Assessing the effect customer’ perceptions 
of corporate social responsibility on customer trust within a low cultural trust 
context. Social Responsibility Journal, 13(4), 698-713.
Monette, D. R., Sullivan, T. J., and DeJong, C. R. (2002). Applied Social Research. 
Orlando, FLA: Harcourt Press.
Moorman, C., Diehl, K., Brinberg, D., and Kidwell, B. (2004). Subjective Knowledge, 
Search Locations, and Consumer Choice. Journal o f Consumer Research, 
31(3, December), 673-680.
Mordi, C., Opeyemi, I. S., Tonbara, M., and Ojo, I. S. (2012). Corporate Social 
Responsibility and the Legal Regulation in Nigeria. Economic Insights-Trends 
and Challenges, 64(1), 1-8
Morgan, D. L. (2014). Pragmatism as a Paradigm for Social Research. Qualitative 
Inquiry, 20(8), 1045 -1053.
Mueller, T. S. (2014). Consumer Perception of CSR: Modeling Psychological 
Motivators. Corporate Reputation Review, 17(3), 195-205.
Munro, V. (2013). Stakeholder Understanding of Corporate Social Responsibility 
(CSR) in Emerging Markets with a Focus on Middle East, Africa (MEA) and 
Asia: A Study of Stakeholders to Assist Multinational Corporations in 
Understanding Regional Requirements for Operating in Emerging Markets. 
Journal o f  Global Policy Gov 2, 59-77.
Murray, K. B., and Vogel, C. M. (1997). Using a hierarchy-of-effects approach to 
gauge the effectiveness of corporate social responsibility to generate goodwill 
toward the firm: Financial versus nonfinancial impacts. Journal o f  Business 
Research 38(2), 141-159.
Mushiro, S. (2004). Licensing in the era of liberalization and convergence: The case 
study of the Federal Republic of Nigeria, Trends in Telecommunication Reform 
2004 -  Licensing in an Era o f Convergence (6th ed., pp. 1-26): International 
Telecommunication Union.
Nassivera, F., Troiano, S., Marangon, F., Sillani, S., and Nencheva, I. M. (2017). 
Willingness to pay for organic cotton: consumer responsiveness to a corporate 
social responsibility initiative. British Food Journal, 119(8), 1815-1825.
264
NCC-CAB. (2012). Nigeria Consumer Satisfaction Survey Final Report Part 1: 
Overview. Abuja, Nigeria: Nigeria Communications Commission, NCC. (N. 
C. C. N.-C. A. Bureau o. Document Number)
NCC, N. C. C. (2004). Trends in the telecommunications market in Nigeria: 2003 - 
2004 Abuja, Nigeria: Nigerian Communications Commision. (N. C. 
Commision o. Document Number)
Ndu, O. A., and Agbonifoh, B. A. (2014). Corporate Social Responsibility in Nigeria: 
A Study of the Petroleum Industry and the Niger Delta Area. International 
Review o f Social Sciences and Humanities, 6(2), 214-238
Newman, I., and Benz, C. R. (1998). Qualitative-quantitative research methodology: 
Exploring the interactive continuum. Carbondale: University of Illinois Press.
Newman, L. W. (2000). Social Research Methods: Qualitative and Quantitative 
Approaches (4th ed.). Needham Heights, MA: Allyn & Bacon, A Pearson 
Education Company.
Nickerson, C., and Goby, V. P. (2016). From philanthropy to broader social 
engagement: Muslim consumers’ response to corporate social marketing 
strategies in Dubai. Journal o f  Islamic Marketing, 7(4), 423-440.
Njuguna, P. M., Oloko, M., and Oyugi, L. (2014). Consumer Rights Awareness and 
its Effect on Consumerism in Kenya: A Survey of Household Consumers in 
Nakuru County. European Journal o f  Business and Management, 6(15), 13­
17.
Obadare, E. (2005). The GSM boycott: civil society, big business and the state in 
Nigeria. In P. J. Howell (Ed.) (Vol. 23): Centre for Civil Society, London 
School of Economics and Political Science.
Obadare, E. (2006). Playing politics with the mobile phone in Nigeria: civil society, 
big business & the state. Review o f African Political Economy, 33(107), 93­
111.
Ogbeche, D. (2016, January 19, 2016). SIM Card re-registration: MTN staff, 
subscribers panic over January deadline. Daily Post. Retrieved 24 March, 
2016, from http://dailypost.ng/2016/01/19/sim-card-re-registration-mtn-staff- 
subscribers-panic-over-january-deadline-photos/
265
Ogula, D. (2012). Corporate social responsibility: case study of community 
expectations and the administrative systems, Niger Delta. . The Qualitative 
Report, 17(37), 1-27
Oguntade, A., and Mafimisebi, T. (2011). Contributions of corporate social 
responsibility to agriculture and rural development in Nigeria. Journal o f  
sustainable development in Africa, 13(4), 110-128
Okpara, J. O., and Wynn, P. M. (2012). Stakeholders’ Perceptions About Corporate 
Social Responsibility: Implications for Poverty Alleviation. Thunderbird 
International Business Review, 54(1), 91 - 103.
Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of 
Satisfaction Decisions. Journal o f  marketing Research, 17(4), 460-469.
Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. New 
York: Irwin/McGraw-Hill.
Olsen, S. O. (2002). Comparative Evaluation and the Relationship between Quality, 
Satisfaction, and Repurchase Loyalty. Journal o f  the Academy o f Marketing 
Science, 30(3), 240-249.
Olsen, S. O. (2007). Repurchase loyalty: the role of involvement and satisfaction. 
Psychology & Marketing, 24(3), 315-341.
Oppenheim, N. M. (1992). Questionnaire Design, Interviewing, and Attitude 
Measurement. London: Printer Publishers.
Orel, F. D., and Zeren, D. (2011). Business Students’ Attitudes towards Consumerism, 
Marketing Practices and Government Regulations: A Comparative Study of 
Poland and Turkey. International Journal o f  Business and Social Science, 2(19 
[Special Issue - October]), 99-109.
Osarenkhoe, A., and Komunda, M. B. (2013). Redress for customer dissatisfaction and 
its impact on customer satisfaction and customer loyalty. Journal o f  Marketing 
Development and Competitiveness, 7(2), 102-114
Osemene, O. F. (2012). Corporate Social Responsibility Practices in Mobile Tele­
Communications Industry in Nigeria. European Journal o f  Business and 
Management, 4(8), 149-159
Pallant, J. (2011). SPSS Survival Manual: A step by step guide to data analysis using 
SPSS (4th ed.). Australia: Allen & Unwin.
266
Papasolomou-Doukakis, I., Krambia-Kapardis, M., and Katsioloudes, M. (2005). 
Corporate social responsibility: the way forward? Maybe not! A preliminary 
study in Cyprus. European Business Review, 17(3), 263-279.
Parasuraman, A., Berry, L. L., and Zeithaml, V. A. (1991). Refinement and 
Reassessment of the SERVQUAL Scale. Journal o f  Retailing, 67(4), 420-450.
Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1985). A Conceptual Model of 
Service Quality and Its Implications for Future Research. Journal o f  
Marketing, 49 (Fall), 41-50.
Parasuraman, A., Zeithaml, V. A., and L, B. L. (1988). SERVQUAL: A Multiple-Item 
Scale for Measuring Consumer Perceptions of Service Quality. Journal o f  
Retailing, 64(1), 12-37.
Park, C. W., and Lessig, V. P. (1981). Familiarity and Its Impact on Consumer 
Decision Biases and Heuristics. Journal o f  Consumer Research, ^(September), 
223-230.
Park, C. W., Motherbaugh, D. L., and Feick, L. (1994). Consumer Knowledge 
Assessment. Journal o f  Consumer Research, 21(1), 71-82.
Park, M., and Lennon, S. J. (2009). Brand name and promotion in online shopping 
contexts. Journal o f  Fashion Marketing and Management: An International 
Journal, 13(2), 149 - 160.
Park, W. C., Feick, L., and Mothersbaugh, D. L. (1992). Consumer Knowledge 
Assessment: How Product Experience and Knowledge of Brands, Attributes, 
and Features Affects What We Think We Know Advances in Consumer 
Research, Volume 19, 193-198.
Pattinelli, M. (2015). How does cognition influence emotion. from 
http://en.wikipedia.org/wiki/Cognition
Peng, C., and Kim, Y. G. (2014). Application of the Stimuli-OrganismResponse (S- 
O-R) Framework to Online Shopping Behavior. Journal o f  Internet Commerce, 
13(3-4), 159-176.
Perez, A., del Mar Garcia de los Salmones, M., and Rodriguez del Bosque, I. (2013). 
The effect of corporate associations on consumer behaviour. European Journal 
o f Marketing, 47(1/2), 218-238.
267
Perez, A., and Rodriguez del Bosque, I. (2015). Corporate social responsibility and 
customer loyalty: exploring the role of identification, satisfaction and type of 
company. Journal o f  Services Marketing, 29(1), 15-25.
Perreault, W., and McCarthy, E. J. ( 2002). Basic Marketing: A Global Managerial 
Approach (14th ed.). Irvin, New York: McGraw -  Hill Inc.
Phau, I., and Suntornnond, V. (2006). Dimensions of consumer knowledge and its 
impacts on country of origin effects among Australian consumers: a case of 
fast-consuming product. Journal o f  Consumer Marketing, 23(1), 34-42.
Pieniak, Z., Aertsens, J., and Verbeke, W. (2010). Subjective and objective knowledge 
as determinants of organic vegetables consumption. Food Quality and 
Preference, 21, 581-588.
Pinkston, T. S., and Carroll, A. B. (1994). Corporate citizenship perspectives and 
foreign direct investment in the U.S Journal o f  Business Ethics, 13, 157-169.
Pirsch, J., Gupta, S., and Grau, S. L. (2007). A framework for understanding corporate 
social responsibility programs as a continuum: An exploratory study. . Journal 
o f Business Ethics, 70(2), 125-140
Plano Clark, V. L., and Creswell, J. W. (2015). Understanding Research: A  
Consumer’s Guide (2nd ed.). Upper Saddle River, New Jersey: Pearson.
Podnar, K., and Golob, U. (2007). CSR expectations: the focus of corporate marketing. 
Corporate Communications: An International Journal, 12(4), 326-340.
Podsakoff, P. M., Mackenzie, S. B., Lee, J. Y., and Podsakoff, N. P. (2003). Common 
method biases in behavioral research: a critical review of the literature and 
recommended remedies. Journal o f  applied psychology, 88(5), 879-903.
Pomering, A., and Dolnicar, S. (2009). Assessing the prerequisite of successful CSR 
implementation: are consumers aware of CSR initiatives? Journal o f Business 
Ethics, 85(2), 285-301.
Poolthong, Y., and Mandhachitara, R. (2009). Customer expectations of CSR, 
perceived service quality and brand effect in Thai retail banking. International 
Journal o f  Bank Marketing, 27(6), 408-427.
Porter, M. E., and Kramer, M. R. (2006). Strategy and Society: The Link between 
Competitive Advantage and Corporate Social Responsibility. Harvard 
Business Review, 84(12), 78-92
268
Preacher, K. J., and Hayes, A. F. (2004). SPSS and SAS procedures for estimating 
indirect effects in simple mediation models. Behavior Research Methods, 
Instruments, & Computers, 36, 717-731.
Preacher, K. J., and Hayes, A. F. (2008). Asymptotic and resampling strategies for 
assessing and comparing indirect effects in multiple mediator models. 
Behavior Research Methods, 40, 879-891.
Raimi, L., Adeleke, I., Aljadani, A., and Fadipe, A. (2014b). Survey on the adequacy 
and effectiveness of regulations on corporate social responsibility and social 
reporting: Evidence from the Nigerian telecommunication industry. Net 
Journal o f  Business Management, 2(2), 18-30
Raimi, L., Aljadani, A., Fadipe, A., and Adeleke, I. (2014). How adequate and efficient 
are regulations on corporate social responsibility and social reporting? 
Evidence from the Nigeria telecommunication industry. Asian Journal o f  
Empirical Research, 4(6), 315-334
Rajshekhar, G. J., and Moberg, C. R. (1997). Service Loyalty: Implications for Service 
Providers. The Journal o f  Services Marketing, 11(3), 165-179.
Raju, P. S., Lonial, S. C., and Mangold, W. G. (1995). Differential Effects of 
Subjective Knowledge, Objective Knowledge, and Usage Experience on 
Decision Making: an Exploratory Investigation. Journal o f Consumer 
Psychology, 4(2), 153-180.
Ramasamy, B., and Hung, W. T. (2004). A Comparative Analysis of Corporate Social 
Responsibility Awareness Among Local Firms from Malaysia and Singapore. 
Journal o f  Corporate Citizenship, 13, 109-124.
Ramasamy, B., and Yeung, M. (2009). Chinese consumers’ perception of corporate 
social responsibility (CSR). Journal o f Business Ethics, 88(1), 119-132.
Ramayah, T., Cheah, J., Chuah, F., Ting, H., and Memon, M. A. (2016). Partial Least 
Squares Structural Equation Modeling (PLS-SEM) using SmartPLS 3.0: An 
updated and practical guide to statistical analysis. Malaysia: Pearson.
Rao, A. R., and Monroe, K. B. (1988). The Moderating Effect of Prior Knowledge on 
Cue Utilization in Product Evaluations. Journal o f Consumer Research, 15(2), 
253-264.
269
Rao, A. R., and Sieben, W. A. (1992). The Effect of Prior Knowledge on Price 
Acceptability and the Type of Information Examined. Journal o f  Consumer 
Research, 19(2), 256-270.
Raudenbush, J. L. (2011). An Exploration o f  Publics' Understandings o f Corporate 
Social Responsibility, Shared Values, and the Pepsi Refresh Campaign. 
University of Maryland.
Rehman, S. U. (2012). Understanding the Expectations of Pakistani Libraries Users: 
A LibQUAL Study [Electronic Version]. Library Philosophy and Practice (e- 
journal), 14,
Reichheld, F. F., and Sasser Jr., W. E. (1990). Zero Defections: Quality Comes to 
Services. Harvard Business Review, 68 - September/October, 105-111.
Reverte, C. (2009). Determinants of Corporate Social Responsibility Disclosure 
Ratings by Spanish Listed Firms. Journal o f Business Ethics, 88(2), 351-366.
Rice, R., and Hancock, L. (2009). The Mall Intercept: A Social Norms Marketing 
Research Tool. The Report on Social Norms, 4(7), 4-7.
Richard, M. D., and Allaway, A. W. (1993). Service quality attributes and choice 
behaviour. Journal o f  Services Marketing, 7(1), 59 - 68.
Rigdon, E. E., Ringle, C. M., and Sarstedt, M. (2015). Structural modeling of 
heterogeneous data with partial least squares. Review o f Marketing Research,
7, 255-296.
Ringle, C. M., Sarstedt, M., and Straub, D. W. (2012). A critical look at the use of 
PLS-SEM in MIS quarterly. M IS Quarterly, 36, iii - xiv.
Rivera, J. J., Bigne, E., and Curras-Perez, R. (2016). Effects of Corporate Social 
Responsibility perception on consumer satisfaction with the brand. Spanish 
Journal o f  Marketing - ESIC, 20, 104 - 114.
Rocco, T. S., Bliss, L. A., Gallagher, S., and Perez-Prado, A. (2003). Taking The Next 
Step: Mixed Methods Research in Organizational Systems. Information 
Technology, Learning, and Performance Journal, 21(1), 19-26.
Romani, S., Grappi, S., and Bagozzi, R. P. (2013). Explaining consumer reactions to 
corporate social responsibility: The role of gratitude and altruistic values. 
Journal o f  Business Ethics, 114(2), 193-206.
270
Rundle-Thiele, S. (2005). Exploring Loyal Qualities : Assessing Surveybased Post­
purchase Behavior Intention Measures. Journal o f  Services Marketing, 19(7), 
492-500.
Russell, D. W., and Russell, C. A. (2009). Here or there? Consumer reactions to 
corporate social responsibility initiatives: Egocentric tendencies and their 
moderators. Marketing Letters, 21(1), 65-81.
Rust, R. T., and Oliver, R. L. (1994). Service quality: insights and managerial 
implications from the frontier. In R. T. Rust and R. L. Oliver (Eds.), Service 
Quality: New directions in Theory and Practice. Thousand Oaks, CA: SAGE 
Publications Inc.
Saeidi, S. P., Sofian, S., Saeidi, P., Saeidi, S. P., and Saaeidi, S. A. (2015). How does 
corporate social responsibility contribute to firm financial performance? The 
mediating role of competitive advantage, reputation, and customer satisfaction. 
Journal o f  Business Research, 68, 341-350.
§ahin, A., Zehir, C., and Kitapfi, H. (2012). The effects of brand experience and 
service quality on repurchase intention: The role of brand relationship quality. 
African Journal o f  Business Management, 6(45), 11190-11201.
Sarstedt, M., Hair, J. F., Ringle, C. M., Thiele, K. O., and Gudergan, S. P. (2016). 
Estimation issues with PLS and CBSEM:Where the bias lies! Journal o f  
Business Research, 69, 3998-4010.
Saunders, M. N., Lewis, P., and Thornhill, A. (2009). Research methods for business 
students (5th ed.). England: Pearson Education Limited.
Saunders, M. N., Lewis, P., and Thornhill, A. (2012). Research methods for business 
students (6th ed.). England: Pearson Education.
Schumacker, R. E., and Lomax, R. G. (2010). A beginner’s guide to structural 
equation modeling (3rd ed.). New York and London: Routledge - Taylor and 
Francis Group.
Schurr, P. H. (1986). Four script studies: What we have learnt [Electronic Version]. 
Advances in Consumer Research, 13, 498-503,
Schwartz, M. S., and Carroll, A. B. (2003). Corporate Social Responsibility: A Three- 
Domain Approach. Business Ethics Quarterly, 13(4, October), 503-530.
Sekaran, U. (2003). Research methods for business: a skill-building approach (4th 
ed.). New York: John Wiley & Sons, Inc.
271
Sekaran, U., and Bougie, R. (2010). Research Methods for Business - A Skill Building 
Approach (5th ed.). New York: John Wiley & Sons.
Selnes, F., and Gr°nhaug, K. (1986). Subjective and Objective Measures of Product 
Knowledge Contrasted. Advances in Consumer Research, 13, 67-71.
Semuel, H., and Chandraa, S. S. (2014). The Analysis of Corporate Social 
Responsibility Implementation Effects towards Price Fairness, Trust and 
Purchase Intention at Oriflame Cosmetics Product in Surabaya. Procedia - 
Social and Behavioral Sciences, 155, 42 -  47.
Sen, S., and Bhattacharya, C. B. (2001). Does doing good always lead to doing better? 
Consumer reactions to corporate social responsibility. Journal o f  marketing 
Research, 38(2), 225-243.
Sen, S., Bhattacharya, C. B., and Korschun, D. (2006). The role of corporate social 
responsibility in strengthening multiple stakeholder relationships: A field 
experiment. Journal o f  the Academy o f Marketing science, 34(2), 158-166.
Sen, S., Du, S., and Bhattacharya, C. (2016). Corporate social responsibility: a 
consumer psychology perspective. Current Opinion in Psychology, 10, 70-75.
Servaes, H., and Tamayo, A. (2013). The Impact of Corporate Social Responsibility 
on Firm Value: The Role of Customer Awareness. Management Science, 59(5), 
1045-1061.
Simpson, W. G., and Kohers, T. (2002). The Link between Corporate Social and 
Financial Performance: Evidence from the Banking Industry. Journal o f  
Business Ethics, 35(2), 97-109.
Sims, R. R. (2003). Ethics and Corporate Social Responsibility: Why Giants Fall. 
United States of America: Praeger.
Singh, J. (1990). A typology of consumer dissatisfaction response styles. Journal o f  
Retailing, 66, 57-99.
Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in structural 
equations models. In S. Leinhart (Ed.), Sociological methodology (pp. 290­
312)). San Francisco: Jossey-Bass.
Sohn, S., Joo, S., Grable, J. E., Lee, S., and Kim, M. (2012). Adolescents’ financial 
literacy: The role of financial socialization agents, financial experiences, and 
money attitudes in shaping financial literacy among South Korean youth. 
Journal o f  Adolescence, 35, 969.
272
Solaiman, M., Yasmin, S., and Haque, A. (2012). Issues of consumerism in 
Bangladesh: Present status and challenges. International Journal o f  Scientific 
and Research Publications, Volume 2, Issue 3, March 2012 1, 2(3), 1-7.
Spais, G. S., and Vasileiou, K. (2006). Path Modeling The Antecedent Factors To 
Consumer Repurchase Intentions For Advanced Technological Food Products: 
Some Correlations Between Selected Factor Variables. Journal o f Business 
Case Studies, 2(2), 45 - 72.
Spence, A. M. (1974). Market Signaling. Cambridge, MA: Harvard University Press.
Spreng, R., Shi, L., and Page, T. (2005). Perceived Service Quality, Customer 
Satisfaction, and Intentions. Advances in Consumer Research, 32, 358-359.
Stapleton, C. D. (1997). Basic concepts and procedures o f confirmatory factor 
analysis. Paper presented at the Annual meeting of the South west educational 
Research Association.
Su, L., Huang, S., Van der Veen, R., and Chen, X. (2014). Corporate social 
responsibility, corporate reputation, customer emotions and behavioral 
intentions: A structural equation modelling analysis. Journal o f  China Tourism 
Research, 10, 511-529.
Suki, N. M., and Suki, N., M (2015). Consumers' environmental behaviour towards 
staying at green hotel: Moderation of green hotel knowledge. Management o f  
Environmental Quality: An International Journal, 26(1), 103-117.
Sureshchandar, G. S., Rajendran, C., and Anantharaman, R. N. (2001). A Conceptual 
model for total quality management in service organizations. Total Quality 
Management, 12(3), 343-363.
Sureshchandar, G. S., Rajendran, C., and Anantharaman, R. N. (2002). The 
relationship between service quality and customer satisfaction -  a factor 
specific approach. Journal o f  Services Marketing, 16(4), 363-379.
Sureshchandar, G. S., Rajendran, C., and Anantharaman, R. N. (2003). Customer 
perceptions of service quality in the banking sector of a developing economy: 
a critical analysis. International Journal o f  Bank Marketing, 21(5), 233-242.
Sustainability Report. (2014). Sustaining development through partnerships and 
innovation. Lagos Nigeria: Etisalat Nigeria. (N. Etisalat o. Document Number)
Swaen, V., and Chumpitaz, R. C. (2008). Impact of corporate social responsibility on 
consumer trust. Recherche et Applications en Marketing, 23(4), 7-33.
273
Szmigin, I., and Carrigan, M. (2001). Editorial: Wherefore customer loyalty? Journal 
o f Financial Services Marketing 6(1), 6-8.
Tabachnick, B. G., and Fidell, L. S. (2007). Using multivariate statistics (5th ed.). 
Boston: Pearson Education.
Tashakkori, A., and Teddlie, C. (1998). Mixed methodology: combining qualitative 
and quantitative approaches (Vol. 46). Thousand Oaks: Sage.
Taylor, A. B., MacKinnon, D. P., and Tein, J.-Y. (2008). Tests of the Three-Path 
Mediated Effect. Organizational Research Methods, 11(2), 241-269.
Taylor, S. E. (2015). APA handbook of personality and social psychology. In M. 
Mikulincer, P. R. Shaver, E. Borgida and J. A. Bargh (Eds.), APA handbooks 
in psychology. ( APA handbook of personality and social psychology, Volume 
1: Attitudes and social cognition. (2015). xlix pp. ed., Vol. 1: Attitudes and 
social cognition. , pp. 982). Washington, DC, US: American Psychological 
Association.
Taylor, S. E., and Brown, J. D. (1988). Illusion and Well-Being: A Social 
Psychological Perspective on Mental Health. Psychological Bulletin, 103(2), 
193-210.
Taylor, S. E., and Crocker, J. (1981). Schematic bases of social information 
processing. In E. T. Higgins, C. P. Herman and M. P. Zanna (Eds.), Social 
cognition: The Ontario Symposium (Vol. 1, pp. 89— 134). Hillsdale, NJ: 
Erlbaum.
Tella, A., Adetoro, N., and Adekunle, P. A. (2009). A case study of the Global System 
of Mobile communication (GSM) in Nigeria. The Spanish CEPISsociety, 5(3), 
2-7
Tetrault Sirsly, C.-A., and Lvina, E. (2016). From doing good to looking even better: 
The dynamics of CSR and reputation. Business & Society, 1-33.
Tiamiyu, O. A., and Mejabi, O. V. (2012). Evaluation of Subscriber Attitude to Mobile 
Number Portability Implementation in Nigeria. Journal o f  Emerging Trends in 
Computing and Information Sciences, 3, April(4), 526-533.
Tian, Z., Wang, R., and Yang, W. (2011). Consumer Responses to Corporate Social 
Responsibility (CSR) in China. Journal o f Business Ethics, 101(2), 197-212.
Tipper, R. H. (1997). Characteristics of consumers who seek third party redress. 
Consumer Interests Annual, 43, 222-226.
274
Tuodolo, F. (2009). Corporate social responsibility: between civil society and the oil 
industry in the developing world. ACME: An International E-Journal for  
Critical Geographies, 8(3), 530-541
Turker, D. (2009). Measuring corporate social responsibility: A scale development 
study. Journal o f  business ethics, 85(4), 411-427.
Turley, L. W., and Milliman, R. E. (2000). Atmospheric Effects on Shopping 
Behavior: A Review of the Experimental Evidence. Journal o f  Business 
Research, 41, 193-211.
Tuu, H. H., Olsen, S. O., and Linh, P. T. T. (2011). The moderator effects of perceived 
risk, objective knowledge and certainty in the satisfaction-loyalty relationship. 
Journal o f  Consumer Marketing, 28(5), 363-375.
Vazquez, J. L., Lanero, A., Alves, H. M., Gutierrez, P., and Purification Garia, M. 
(2012). An Analysis of the Reasons Attributed by Spanish Undergraduates to 
CSR in Organizations and its Implications for Consumer Behavior. Economic 
Research- Ekonomska Istrazivanja, 25(2), 69-81.
Visser, W. (2006). Revisiting Carroll’s CSR pyramid: An African perspective. In E. 
R. Pedersen and M. Huniche (Eds.), Corporate citizenship in developing 
countries (pp. 29-56)). Copenhagen: Copenhagen Business School Press.
Visser, W. (2008). Corporate social responsibility in developing countries. In A. 
Crane, Mcwilliams, A., Matten, D.Moon, J. and Siegel, D (Ed.), The Oxford 
handbook o f  corporate social responsibility (pp. 473-479). Oxford: Oxford 
University Press.
Vlachos, P. A., Tsamakos, A., Vrechopoulos, A. P., and Avramidis, P. K. (2009). 
Corporate social responsibility: attributions, loyalty, and the mediating role of 
trust. Journal o f  the Academy o f  Marketing Science, 37(2), 170-180.
Walsh, G., and Bartikowski, B. (2013). Exploring corporate ability and social 
responsibility associations as antecedents of customer satisfaction cross- 
culturally. Journal o f  Business Research, 66(8), 989-995.
Wang, C.-Y. (2010). Service Quality, Perceived Value, Corporate Image, and 
Customer Loyalty in the Context of Varying Levels of Switching Costs. 
Psychology & Marketing, 27(3), 252-262.
275
Wang, Y., Lo, H.-P., and Yang, Y. (2004). An Integrated Framework for Service 
Quality, Customer Value, Satisfaction: Evidence from China’s
Telecommunication Industry. Information Systems Frontiers, 6(4), 325-340.
Whisman, M. A., and McClelland, G. H. (2005). Designing, Testing, and Interpreting 
Interactions and Moderator Effects in Family Research. Journal o f  Family 
Psychology, 19(1), 111-120.
Wilden, R., Gudergan, S. P., Nielsen, B. B., and Lings, I. (2013). Dynamic Capabilities 
and Performance: Strategy, Structure and Environment. Long Range Planning, 
46, 72 - 96.
Wilson, B. (2010). Using PLS to investigate interaction effects between higher order 
branding constructs. In V. Esposito Vinzi, W. W. Chin, J. Henseler and H. 
Wang (Eds.), Handbook o f  Partial Least Squares (pp. 621 - 652). Berlin: 
Springer.
Wong, A. (2013). The Effects of Consumers’ Subjective Knowledge on Evaluative 
Extremity and Product Differentiation. In S. Rosengren et al. (Ed.), Advances 
in Advertising Research (Vol. IV), European Advertising Academy, pp. 391­
407). Fachmedien Wiesbaden: Springer.
Wong, K. K. (2016). TECHNICAL NOTE: Mediation analysis, categorical 
moderation analysis, and higher-order construct modeling in Partial Least 
Squares Structural Equation Modeling (PLS-SEM): A B2B Example using 
SmartPLS. The Marketing Bulleting, 26, 1-22.
www.population. gov.ng. Official Website for the National population Commission
www.ncc.gov.ng. Official Website for the Nigerian Communication Commission
Yang, Z., and Peterson, R. (2004). Customer perceived value, satisfaction, and loyalty: 
The role of switching costs. Psychology & Marketing, 10 - October(10), 799­
822.
Yeh, Y.-P. (2015). Corporate social responsibility and service innovation on customer 
loyalty: An empirical investigation in wealth management services. 
International Journal o f  Bank Marketing, 33(6), 823-839.
Yin, J., and Zhang, Y. (2012). Institutional Dynamics and Corporate Social 
Responsibility (CSR) in an Emerging Country Context: Evidence from China. 
Journal o f  Business Ethics, 111, 301-316.
276
Yongqing, Y., Nan, L., Meijian, L., and Shanshan, L. (2011). Study on the Effects of 
Logistics Service Quality on Consumers' Post-Purchase Behavior of Online 
Shopping. Advances in information Sciences and Service Sciences(AISS),
3(11).
Yousuf, R. M., Fauzi, A. R. M., How, S. H., Akter, S. F. U., and Shah, A. (2009). 
Hospitalised patients’ awareness of their rights: a cross-sectional survey from 
a tertiary care hospital on the east coast of Peninsular Malaysia. Singapore 
Medical Journal, 50(5), 494-499.
Yuan, J., and Jang, S. (2007). The Effects of Quality and Satisfaction on Awareness 
and Behavioral Intentions: Exploring the Role of a Wine Festival. Journal o f  
Travel Research, 46(3), 279-288.
Yuen, K. F., and Thai, V. V. (2016). Corporate social responsibility and service quality 
provision in shipping firms: financial synergies or trade-offs? Maritime Policy 
& Management, 44 (1), 131-146.
Yusoff, S. S. A., Isa, S. M., Aziz, A. A., and Chin, O. T. (2012). Corporate 
responsibility via Malaysian contract law: a concern for consumer protection. 
Pertanika Journal o f  Social Sciences & Humanities, 20(1), 227-238.
Zeithaml, V., and Bitner, M. J. (2003). Service Marketing: Integrating Customer 
Focus across the Firm . New York: McGraw-Hill.
Zeithaml, V. A., Berry, L. L., and Parasuraman, A. (1996). The Behavioral 
Consequences of Service Quality. Journal o f  Marketing, 60(April ), 31-46.
Zeithaml, V. A., Parasuraman, A., and Berry, L. L. (1990). Delivering quality service: 
Balancing customer perceptions and expectations. New York, NY: Free Press.
Zhao, W., and Othman, M. (2010). The Influence of Knowledge of Consumer 
Protection and Perception of Marketing Factors on Consumer Complaint 
Behaviour: A Study of Malaysian Consumers. OIDA International Journal o f  
Sustainable Development, 1(9), 27-35.
Zhao, X., Lynch, J. G., and Chen, Q. (2010). Reconsidering Baron and Kenny: myths 
and truths about mediation analysis. The Journal o f  Consumer Research, 37(2), 
197-206.
Zikmund, W. G. (2003). Business Research Methods (7th ed.). Ohio: South-Western.
